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1—Organization of an integrated and articulate construction industry 


which will provide more and better building products to consumers at 
lower real costs with fair wages and profits to all who serve in the in- 
dustry. 2—Coordination of all production, marketing, research and 
professional activities concerned with the development, sale, and delivery 
to the consumer of building products—including the functions of the 
manufacturer, wholesaler, retailer, architect, realtor, contractor, me- 
chanic, financier, association official and public servant. 3—lIdentifica- 
tion of the building products merchant as a central headquarters for the 
industry’s consumer selling activities in the local community. 4—Per- 
petuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 5—Informative, educational and 
merchandising-minded journalism and service toward these ends. The 
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DISTRIBUTORS -- NOTE! 


Established Trade Channel Policy! You do not have to 
compete with your own retail customer when you 
handle our door! 


RETAILERS —— Write us for infor- 


mation or the name of your nearest di 
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A\\.. 7X7 || THE SWEETEST 
. STORY EVER TOLD — 


in all door 
sales history! 


The Beautiful Wisconsin Knight 
] Birch and Gum flush doors are 
} | pleasing distributors and re- 

tailers all over the country — 
and no wonder! Wisconsin 
Knight quality strikes a double 
blow for quick sales. First, the 
high quality is immediately 
apparent in the beautiful ve- 
neers chosen for the A Grade 
faces—always 3-ply faces, no 
































built in—built into the all-wood core that makes 
a stronger door, that resists warp and twist— 
skimping. The door is preci- "© skimping with substitutes here, either. Air 
sion cut—square and true, and _—-vents and passages are also built in, to prevent 
sanded to perfection. All this | temperature disturbances. And two lockblocks 
is evident to your customer’s allow hanging from either side. As for price— 
eye — and sells the door on __ try to match the Wisconsin Knight for a com- 
sight. Second, the quality is petitive seller! 


























WISCONSIN FLUSH DOOR MFG. CO. 


Sales Division 


10101 LYNDON AVE. © DETROIT 21, MICH. 
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WASHINGTON REPORT 





Building activity, so far, weighs in with quite an 
output; and home construction, to the surprise 
of many people in and out of the government, 
keeps on keeping on. In percentages, home 
building does fall behind industrial construc- 
tion and probably will not be allowed to catch 
up for some months. But it’s still out ahead 
of earlier guesses. 


A complicated pattern and one capable of quick 
change. .. . Just why do officials fear another 
housing boom and make plans to check it, 
while stories of coming shortages in other fields 
haven’t started any new buying rushes? Well, 
if you want to set up as an analyst, here’s some 
raw material. 


No surplus of houses, so far, save in a relatively 
few areas. An unusual percentage of new 
houses are for owner occupancy; indicating a 
long-range precaution in a time of uncertainty. 
Many a family rode out the storms of the 
’30’s by virtue of owning its home. This helps 
explain the strength of the new-home market. 


John Citizen got stampeded a couple of times, 
since Korea, into buying about anything at any 
price. Fear of shortages. He’s still mad about 
it; and at the moment he’s fresh out of 
stampedes. He thinks there were no shortages 
and that probably there will be none for quite a 
spell. 


Stores are well stocked, as of now. Five out of 
six selected lines of goods, popular in the house- 
hold market, report heavier inventories than a 
year ago. Stocks of television sets in manu- 
facturers’ hands are eight times as large as a 
year ago; electric refrigerators, three times as 
large; electric ranges, more than twice as large. 
Stories about shortages, at the moment, don’t 
scare John. 


Other reasons why there’s little buying rush: The 
national income, while large in total, is not 
very evenly divided; and the tax gatherer does 
quite a whizzer on it. A lot of people don’t feel 
like Coal-Oil Johnny. They’re paying off debts 
and saving money. They shop for what they 
must have; but they do it with a cold gleam in 
the pistol eye. 


That’s background stuff; so let’s get to our 
own markets. Clyde A. Fulton, President of 
the NRLDA, says supplies of building mate- 
rials are ample to meet present home-building 
demands. Retail lumber inventories, while 
lower than in midsummer, are five percent 
larger than those of a year ago. 


Mortgage money rather than building materials, 
as Mr. Fulton sees it, is the stuff that’s hard 
to come by. Under present rules and circum- 
stances if an owner can find something he can 
use for money, and if his builder stays behind 
the self-allocation fences, his house will be a 
shoo-in. 

But rules and circumstances change; and here’s an 
indicator you shouldn’t miss: The Department 
of Commerce and the SEC think plant expan- 
sion and equipment this year will reach a record 
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high point of $24,800,000,000; about a third 
higher than last year’s sum and nearly 30 per- 
cent more than the earlier record, set in 1948. 
Allowing for difference in prices, it’s 16 percent 
more physical volume than the ’48 affair. 

That takes a lot of metal; and we think immedi- 
ately of those weight limits written into the 
self-certifying rules for residence construction. 
Couldn’t be, could it, that somebody has a 
covetous eye fastened on our little puddle of 
steel and copper! We’re sorry we even men- 
tioned it. 

Self-certification simply wouldn’t work if those 
present limits got reduced; for you couldn’t 
build much that would pass for a house with 
smaller allowances of steel and copper than are 
now permitted. It would be like a pipe line with 
the middle section left out. Say each end is 
perfect; but the line still pipes no oil. 


Rumors float around of a new control formula. 
The old rules, dealing in credits and interest 
rates and limitation on poundage of metal and 
“A” and “B” lists, are indirect controls; sub- 
ject to wing slips and stalling. They work 
sometimes. This year these rules were sup- 
posed to let 800,000 new housing starts through, 
give or take 50,000. Now they say it’s going to 
be a million starts. 


Uncle likes the million houses all right; but he 
gets no end quacked over the thought of the 
metal going into them. He’s got other uses for 
it 


Manly Fleischman has said in a speech that “we 
are all going to feel the rough edge of the 
defense program. The period of painful dis- 
location is upon us. ... More construction will 
be undertaken in the period ahead than ever 
before. But the construction will be of an in- 
dustrial nature . . . more factories, and few 
homes and stores.” ... Sorry; but that’s what 
it says here. 


About the rumor in regard to a possible new con- 
trol formula: It is rumor, so far as we know, 
and not official. But it fits in with the Fleisch- 
man word that residential and public-works 
building are to be reduced; to save materials 
for factory construction. 


The reported formula is a licensing system. If 
this system SHOULD show up and take over, 
you’ll go to the boss man and ask can you make 
yourself a house. He’ll give you one of those 
looks, count his tokens and say yes no who let 
you in? 

Nobody thinks a licensing system of authorizing 
house construction would be simple or that it 
would be fair; but it might give the control 
agency the tools to limit new starts to a pre- 
determined number. 

Mr. Fleischman was at pains to say this period 
of dislocation would be made as short and as 
little painful as possible. He thinks it’ll issue, 
rather soon, in some productive paradise of 
high living standards. But he has said also 
that this tough period would mean employ- 
ment dislocations in the building trades. 
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sales of ail Is. 
dealers have found that building 
a garage opening, complete with Strand 
, serves ily. 
rk eter ae Noeaer’ the 
we a “special” on 
full-size Strand all-steel Door 
pictured. It's painted white with. two- 


Builders and owners (and their wives, particularly) 
get a “kick’ out of trying this Door for themselves, 
and discovering its easy opening and closing action. 
They’re instantly sold on the rigid, welded all-steel 
one-piece construction that makes this door a stand- 
out for strength and lifetime durability. 

A heavy galvanized zinc coat, plus high temperature 
heat treating, protects the Strand Door against rust, 
and provides an excellent base for paint without 
special priming coat. 

Builders like this important feature: Strand door 
saves a lot of installation time. The one-piece door 
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playing the new 9’ x 7’ Strand Door, above. 


leaf eliminates field assembly of single doors. Hard- 
ware is factory assembled, and easy to install with 
simple tools. 


There are now 5 types of Strand Garage Doors:— 
(1) New 9’ x 7’ Receding (track) type with horizontal 
lines (2) New 9’ x 7’ Canopy type with horizontal 
lines (3) 8’ x 7’ Receding (track) type (4) 8’ x 7’ 
Canopy type (5) Double-Garage-Door, Receding 
(track) type, for 16’ x 7’ opening unobstructed by 
center post. 

Order Strand Doors for your stock—and the Strand 
Display Door—from your jobber. 


STRAND GARAGE DOOR DIVISION 

— eo Products Company 
AL-10, 2244 E. Grand Blvd. 

De roit Il, “uichioan 


Doors for 9 x 7’, 8’ x 7’, and 16’ x 7’ openings. 


Strand Display q 
1 am a [ Builder (1) Dealer [) Other 


NAME 


oe 





0 Please rush full information about Strand all-steel Garage 


0 Also send more raat Aa about your proposition on a 








ADDRESS 





CITY. STATE. 
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NEWS BRIEFS 





With the relaxation of credit restrictions in the small housing 
field, there is certain to be a substantial increase in house starts 
this fall and into spring, before the planners find other means to 
cut into the housing industry. In the meantime, some materials 
may become short enough in supply to cause trouble. 


s: *¢ * 


A partial list, just as a reminder, would include such items 
as furnaces, fuel-oil tanks, sinks, lavatories, septic tanks, water 


heaters, heating ducts, the general run of electric fixtures and so 
on, far into the night. 


There are “B” products which the builder at present is sup- 
posed to buy in the open market. They’re not controlled in his 
book, since they need not be added to the poundage permitted 
under self-certification. But of course their production is con- 
trolled by the amount of metal allocated to the manufacturer. 


For the final quarter of this year, there have been heavy cuts 
made in these allocations. Manufacturers of “B” products have 
been given just a little more than half the steel and a little less 
than half the copper needed to produce the quantities of “B” 
products needed to keep construction in balance. For a rough 
illustration, maybe 65 percent of the needed furnaces; 45 percent 
of the needed electric fixtures. 


This means not only the possibility of leaving houses unfin- 
ished for lack of materials. It could mean that a builder who has 
no trouble getting furnaces and water heaters and such might 
be stalled by the reluctance of money lenders to make loan com- 


mitments. Money lenders don’t like to take chances on houses 
that MIGHT not get finished. 


s- ¢ # 


Uncle Sam naturally has no objection to the buying and sell- 
ing of “old houses;” those that have been lived in, prior to the 
sale. In fact he’s suggested to mortgage people that they relax 
their terms on these houses, to match the terms on new houses 
as set by Regulation X. 


* 2s 8 


The Federal Reserve has issued a booklet entitled “Real 
Estate Credit.” It deals with Regulation X; including all amend- 
ments up to September 1st. Copies are to be had from the nearest 
Federal Reserve Bank branch. 


A new super-priority symbol has been fixed up. It is “DX” 
and is to be applied by NPA to orders calling for products, com- 
ponents or matefials other than steel, copper or aluminum, when 
delay in delivery would jeopardise top-urgency defense programs. 


zs * 8 


NPA says that “DX” does not constitute an additional prior- 
ity band; but the NRLDA points out that it is a super-priority 
rating that takes precedence over all other “DO” rated orders. The 
only real restriction on its use seems to be that it is not automatic 
in connection with an authorized production schedule. 


The Bureau of Labor Statistics reports housing starts during 


_ the first eight months of the year as numbering 753,500. This, says 


the BLS, “has exceeded that of the comparable period of any year 
on record, with the exception of the peak year 1950. BLS predicts 
that 1951 will be another million unit year. 
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Inventories Level Off 


Total business inventories 
are currently showing definite 
tendencies to level out, the Of- 
fice of Business Economics, 
U. §S. Department of Com- 
merce, has announced. Reports 
from business indicate a sea- 
sonally adjusted increase in 
inventory book values of only 
$200 million during July, as 
compared to a $600 million rise 
in June and continuous in- 
creases ranging from $1.3 bil- 
lion to more than $2 billion in 
each of the previous ten 
months. 

The current picture reflects 
adjustment of manufacturing 
output—and of purchasing by 
distributors—to the softening 
in consumer demand, early this 
year, as well as the effect of 
the recent easing of prices o 
inventory valuation. 

Retailers’ inventories at the 
end of July were valued at 
$17.7 billion. The $150 million 
decrease in seasonally adjusted 
inventories occurred primarily 
among automotive dealers. An 
increase of about $100 million 
in hardware stores’ inventories 
offset declines in stocks of all 
other major groups of durable- 
goods stores. 


Clay Products Meeting 


Effects of government de- 
fense regulations on the future 
of the brick and tile industry 


_ will be the main topic for con- 


sideration at the annual con- 


' vention of the Structural Clay 


Products Institute, according 
to C. Forrest Tefft, President 
of the Institute. The conven- 
tion will be held next October 
29 through 31 at the Greenbrier 
Hotel, White Sulphur Springs, 
West Virginia. Speakers from 
the Office of Price Stabilization, 
the National Production Au- 
thority, and the United States 
Chamber of Commerce will dis- 
cuss the operations of the in- 
dustry under government con- 
trols. 

Walter Acheson, head of the 
Masonry Material Section, 
Building Products Division, Of- 
fice of Price Stabilization will 
talk about government price 
rules and regulations. John 
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Haynes, Administrator, Facil- 
ities and Construction Bureau 
of the National Production Au- 
thority, will discuss the points 
the industry must follow under 
NPA. Norman Mason of the 
United States Chamber of Com- 
merce will outline the overall 
pattern of construction under 
controls. 


Construction Figures 


Construction contract awards 
in the 37 states east of the 
Rockies showed slight decreases 
during August as compared 
with July this year and with 
August of last year, but the 
eight month total for 1951 was 


a strong 17 percent ahead of 
the corresponding period 1950. 

F. W. Dodge Corporation, 
construction news and market- 
ing specialists, said today that 
the huge construction volume 
piled up in the early months of 
this year is keeping 1951 so far, 
on top as a record building 
year. 

With but four months to go 
til the end of 1951, the eight- 
month total of $11,450,750,000 
is pressing closely the $14.5 
billion total for the entire year 
of 1950. In August, contracts 
amounting to $1,262,811,000 
were 8 percent less than July 
and 18 percent lower thar Au- 
gust 1950. Non-residential 










SPENCER KELLOGG AND SONS, INC., Buffalo 5, N.Y. 
The First Name In Vegetable Oils 
Spencer Kellogg's 100% Pure Raw Linseed Oil is also available in Refinery-Sealed Packages 


10 


“ poirling Goitaety i. 
? ..ethe BEST in TOWN 


At today’s costs...the house owner 
wants real value...and the 
best materials. 


In linseed oil for outside painting that means 
SPENCER KELLOGG'S IMPROVED BOILED... 
the specially processed “outdoor quality” oil. 
It is 99.8% pure; that means it is 100% 
pure linseed oil PLUS 2/10 of 1% of lead and 
manganese scientifically incorporated as 
drier. It produces a solid-drying, through- 
drying film, long-wearing and completely 
trustworthy. 


Its special process also gives the painter the 
benefits of easier brushing, fast leveling, and 
with time, labor and money saved on every job. 


Sell Spencer Kellogg's Improved Boiled 
Linseed Oil to your painting contractor 
customers. You will help them, and improve 
your own linseed oil sales and profits. 


Spencer Kellogg's Improved Boiled Linseed 
Oil meets all Federal Government and 
A.S.T.M. Specifications. Sell it in refinery- 
sealed packages, sizes: 5 gallon,1 gallon, 
quart, pint. 


99.8% PURE 
means 100% pure 


PLUS 








awards in August were $475,. 


. 957,000 or 11 percent below 


J uly and 12 percent lower than 
August 1950. 

Residential contracts of 
$567,566,000 were 4 percent 
higher than July but 25 percent 
lower than August a year ago. 
Public and private works and 
utilities at $219,288,000 were 
26 percent less than July and 
14 percent below August last 
year. 


In the Market Centers 

TACOMA—Increased defense 
demands for plywood probably 
will require at least 35 percent 
of the industry’s production 
during the ensuing months, ac- 
cording to plans outlined here 
today by O. Harry Schrader, 
Jr.. managing director for 
Dougas Fir Plywood Associa- 
tion, after receiving a National 
Production Authority forecast 
of plywood wants. Coming as 
it does in the face of a possible 
log shortage caused by the pro- 
longed dry spell that has cur- 
tailed log production through- 
out the Pacific Northwest, this 
may pose a serious problem to 
the entire lumber industry. 
Schrader indicated that word 
from. Washington forecasts a 
possible piling up of defense 
required plywood during the 
closing months of 1951 because 
military buying agencies are 
temporarily out of funds be- 
cause Congress has delayed pas- 
sage of the new appropriations 
bill. The secretary of defense 
also has issued a directive to 
military specifying agencies 
that wood and plywood be in- 
cluded as an alternate for steel 
to conserve metal. Earlier esti- 
mates had placed defense ply- 
wood requirements at 30 per- 
cent of the industry’s produc- 
tion. The forest fire situation 
has become so critical that 
strict logging bans again have 
been imposed, and hunting sea- 
sons have been cancelled until 
conditions improve. Among im- 
portant purchases of public 
timber just announced was 3,- 
000,000 board feet of timber in 
the Olympic National Forest by 
Rayonier, Inc., of Hoquiam for 
$15,900. 

SEATTLE—Critical fire haz- 
ard has extended beyond the 
middle of September causing 
fires which have made national 
headlines and considerable 
losses in log input, trees, and 
labor. 
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Through snow and gales 


ALUMINUM 
stays on the job! 
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Ask any of the millions of farmers who have barn roofs of Alcoa 
Aluminum. They can tell you that aluminum lasts! For the same 
reason, you'll find aluminum used on many of the weather-exposed 
parts of the radar stations guarding our northern frontiers. On 
farm buildings or northern outposts, it stands up to wind and 
weather, never needs painting, can’t rust away. 


Today, rearmament needs come first and the supply of Alcoa 
Aluminum Roofing is limited. We are working at top speed to 
increase production. When the armed forces: have all they need, 
we'll speed more Alcoa Aluminum products to you. 


In the meantime, help your customers to get full value from the 
Alcoa Roofing you are able to supply them. Have copies of the 
“how-to-apply” folders and wall charts for your store. Stress the 
importance of aluminum accessories, nails and roll valley in get- 
ting best results and long life. For copies of the folders and wall 
charts, mail the coupon below. 


ALCOA 
ALUMINUM 


ROOFING SHEET 
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Sell these extra values 
of Alcoa Aluminum Roofing 


Long-Lasting. Withstands wind, water, 
weather for years and years. Can't warp, 
can’t rust away. 


Never needs painting. Put up a roof of Alcoa 
Aluminum and forget it. No need for paint, 
tar or pitch. Alcoa Aluminum roofs put on 25 
years ago, still are in good condition. With- 
out a cent for upkeep! 


Reflects heat—sheds snow. Gleaming Alcoa 
Roofing reflects summer sun, keeps buildings 
cooler inside . . . snow and ice won't cling 
to its hard, smooth surface. 


Easy fo put on. Big, easy-to-handle sheets 
go on fast. No special tools needed. Easy 
to cut and form, easy to nail. 


MAIL THIS COUPON TODAY 


ALUMINUM COMPANY OF AMERICA 
2117K Gulf Bidg., Pittsburgh 19, Pa. 


Please send me copies of folders and wall charts 
showing how to apply Alcoa Corrugated and 5-V 
Crimp Roofing Sheet. 
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“For troblems 
like this 





--. says a typical 
glass block dealer 


“When our customers ask us what to 
do about old-fashioned basement sash 
that need replacing or windows that con- 
tinually seem to be broken, we always 
recommend a panel of Insulux Glass 
Block®. 


“It’s easy to see why. Glass block 
makes a sound, weathertight, insulating 
panel that’s extremely hard to break. 
We know it can’t rust nor rot and never 
needs painting. And, glass block lets in 
all the light yet blocks out sight.”’ 


Figure it out for yourself: Compare the 
cost of sash, screen, plus storm window 
for cold climate and maintenance against 
that of a lifetime panel of maintenance- 
free Insulux Glass Block. 


Supplies of glass block and all of the 
accessories needed are non-critical and 
immediately available in quantity. Instal- 
lation is simple and quick .. . requires 
only ordinary mason’s tools. ‘a 


Want more information about Insu- 
lux Glass Block? Just write: Daylight 
Engineering Laboratory, Dept. AL-10, 
Box 1035, Toledo 1, Ohio. Insulux 
Division, American Structural Prod- 
ucts Company, Subsidiary of Owens- 
Illinois Glass Company. 


INSULUX 


"WALLS OF 
DAYLIGHT" 


—by the leaders of 
Daylight Engineering 
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Demand for lumber and 
shingles is spotty despite the 
additional deterrent of a South- 
ern Pacific car shortage begin- 
ning to delay shipments. 

Uppers show strength in the 
fir market. Green dimension is 
tightening while boards remain 
steady. Dry hemlock dimen- 
sion is a little stronger. The 
shingle market continues weak 
except for No. 1 Perfections 
which have firmed some follow- 
ing increased buying from 
staining companies. 

On the whole there is much 
complaint of poor demand espe- 
cially from the middle west. 
Buyers are cautious. Yards ap- 
pear to be reducing inventories. 
Cutting market is active and 
select structural very much so 
with somewhat short supply. 
Clear bungalow siding, 34 inch 
in the 10 inch width has a good 
call. Pines are steady but 
Engleman spruce dimension is 
weaker. 

Prices are little changed. Fir 
uppers have higher figures and 
there is a wide variation be- 
tween mills in costs for select 
structural. Dry hemlock dimen- 
sion is a little stronger. 
Shingles, except for perfection 
in number 1 grade, are bring- 
ing prices close to the lowest 
this year. Log prices remain 
steady and firm. Efforts to get 
higher prices for peelers are 
being made. 

Australia is active in the ex- 
port market, some four million 
feet having been placed at Coos 
Bay. South Africa wants some 
five million feet but the specifi- 
cations are too hard to meet by 
the mills. 

KANSAS CITY—What ap- 
peared to be the usual fall up- 
turn in seasonal demand for 
lumber occurred during Sep- 
tember, with the result that 
prices also firmed. Prices were 
steady with the $2 to $3 aver- 
age advance posted late in Au- 
gust and no further increases 
were made. 

Scarcity of certain types of 
lumber was noted, principally 
in 8-inch and 6-inch No. 2 kiln- 
dryed boards. The 8-inch stock 
was commanding as much as 
$90 a thousand at the mill, the 
best price in months, while the 
6-inch stock sold up to $85 a 
thousand. 

Lumbermen report there is 
not a great deal of dry stock 
on hand, inasmuch as it moves 
from the mills as soon as it is 


ready for shipment. In other 


words, there has been no ae. | 


cumulation of inventory of con. 
sequence at the mills. 


Common grades of lumber — 
especially the kind needed for — 


boxing and crating have met 
with an usually good demand 


this fall, due in part to the — 
heavy purchases by factories — 


using the lumber for shipment 
of defense orders. A great dea] 
of plant construction is going 
on in the Southwest and this 
has resulted in a good inquiry 


for lumber. Dimension on stock © 
is getting scarce, especially 2 — 


by 4’s and 2 by 8’s, which are 
bringing up to $85 a thousand. 
The 10-inch stock is up to $95, 

Retailers in Greater Kansas 
City have stored up a little 
more than usual at this time 
of the year, reflecting in part 
the fact they had let their bins 
run too low during the sum- 
mer. Estimates that as much 
as 10 million feet of lumber 
has gone to build up inven- 
tories of retailers here in the 
last six weeks. Some of it rep- 
resented complete replacements 
of stocks lost by the floods and 
fires during July. 

The labor situation in the 
mills is getting critical again, 
lumbermen report. There is a 
definite shortage of key men 
and the clerical help is moving 
to other industries where the 
pay is higher. 

Relatively few of the larger 
mills showed interest in the 
government’s recent auction in 
Mississippi as the prices paid 
generally were below their lists. 
Another auction is reported to 
be coming up soon. 

BALTIMORE—Activity in 
Baltimore yards remains at a 
high level, with prices steady 
under ceiling regulations and 
the outlook good for business 
for the remainder of the fall. 
Suppliers of industry seem to 
be busiest at the moment, with 
some lagging here and there 
among yards doing trade with 
builders. The spottiness at the 
moment seems to stem from 
two causes; inability of one 
large firm to supply small 
yards mostly interested in lum- 
ber for housing, and difference 
among some builders in pro- 
jecting large housing opera- 
tions. 

Even so, there is an apparent 
flaw in this reasoning according 
to some informants in the 
building and in the lumber 


October 6, 1951, AMERICAN LUMBERMAN & 





> ome « 


= —— — —<_ a —_— | 














he 
ac- 
on 


= 


er, 
for 
net 
ind 
the 
ies 
ent 
eal 
ing 
his 


ock 
r 2 
are 


95. 
sas 
tle 
me 
art 
ins 


he 











Ne WAY “sag 


Easiest in the world to put on! 


Any clerk, regardless of experience, can sell Nu-WAY 
Weather Strip! That’s because any customer can put it 
on quickly and easily. What faster way can sales be 
made than that? 

Nu-WAY works perfectly on most any type window, 
storm-sash or door. Made of moth-proof, pre-shrunk, 
color-fast wool felt and white metal. 

Yes, Nu-WAY keeps out cold —saves fuel and at such 
a reasonable price really brings in sales! 


This colorful, attractive display 
carton really sells the goods! 
Contains one individual 20 ft. 
roll of Nu-WAY, with sufficient 
nails and instructions for easy in- 
stalling. Stock up today!. 


OLD WEATHER SALES 
Yo 


OW LALSE WERTRERRROOE WEN 








Mt: (a LK SPEED 10AD 


for calking cracks around windows and door frames! 


Nu-Calk is America’s all-time favorite calking com- 
pound. That’s because SPEED LOAD is the most effi- 
cient, most practical calking load on the market! 


Fits our Speed Loader gun or standard CG-3 calking 
gun. And is so easy to use, it’s preferred by the exper- 
lenced as well as the beginner! 


Sell the fact that no house or building is weather-tight 
until it is calked, and you'll have Nu-Calk sales galore! 





MACKLANBURG 
Duncan Co. 


MANUFACTURERS OF 


CULVELA 





Packaged 10 loads to each carton and 
4 cartons per shipping case. Freight 
allowed on 8 cartons or more. Also 
available in cans from 12 pint to 55 
gallon drums! 





MACKLANBURG 


BUILDING DWNCAN COWe 






SPECIALTIES 


OKLAHOMA CITY 


OKLA. 
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3-Speed Milwaukee V2" Drill 


uses wood bits up to 3' DIAM. 


America's ONLY 3-Speed Drill—powered by 
Milwaukee-Built motor, famous for MORE "MOTOR GUTS" 


For plumbing, heating, air conditioning +lectrical and building contractors, 
this Milwaukee 42” HOLE-SHOOTER — America’s only i tod Right- 
Angle Drill — has demonstrated its unmatched time-saving performance on 
thousands of jobs. Most powerful drill built for its size and 9-lb. weight. 
Ball and roller-bearing equipped for extra-long service life. 


You'll be amazed at its versatility — unit-built for quick change to suit- 
able speeds for drilling in wood, metal, masonry, concrete, tile. Uses wood 
bits up to 3”... also 2” carbide-tipped drills. 




















For straight drilling, $-412 44” 
HOLE-SHOOTER (above) has a 
chuck speed of 450 R.P.M. With 
the 2-speed “Right-Angle Drive” 
attachment, speeds are 300 R.P.M. 
or 675 R.P.M, 





Head swivels full 
360°, Locks in any 
Position. 

S-412 Drill with “2-speed 


Right-Angl 
—.... mee $7400 





Other bits available also — See assortment at 
left. We can supply you with any size wood-boring 
bits up to 3”. Write us. 

/ Complete $-412 Tri-Speed Kit Contains 
1—$-412 4%” HOLE-SHOOTER, Jacobs geared chuck. 

. 2—*Two-speed “Right-Angle Drive” attachment, 

b 3—3 special bits — 4”, 1%”, 2%". 


4 — Special wrench, *Pat. Pending 







Complete $-412 


3 flats specially machined on shanks of 
these bits to fit Jacobs 3-jaw chuck, 


Write us for information, sales 
helps, and your price list. 


MILWAUKEE ELECTRIC TOOL CORP. 
5364 W. STATE STREET © MILWAUKEE 8, WIS. 


Canadian Distributor: MATTHEW MOODY & SONS CO. 
740 Inspector St., Montreal, Quebec 








trade. Despite the difficulties 
of controls, financing, supplies 
and fear of taking a gamble 
quite a number of leading build. 
ers are winding up a pre 
fair year and contemplating 
ambitious projects for the com. 
ing months. 


The market in yellow pine 
is quite steady, but there is dif. 
ficulty in obtaining sufficient 
supplies in the longer lengths, 
14 to 16 feet, from Maryland 
and Virginia sources, delivered 
here for about $85 per M. Con- 
sequently, most of it is coming 
from North Carolina and 
Georgia with the 1 x 6s, for in- 
stance, being delivered for 
around $95, including $21 
freight. 


Supply of West Coast fir has 
been somewhat spotty, it is 
said, the long drought prevent- 
ing cutting by many mills 
under State laws on fire dan- 
gers. Big mills, of course, 
worked on their large stock- 
piles. 

The usual seasonal traffic 
troubles with grain shipments 
pre-empting cars has further 
hampered movement from the 
West, but on the whole dealers 
seem to be making out rather 
well. Cars in transit are in de- 
mand, with lumber being ob- 
tained around $6 more per M. 
In general, fir dimensions from 
2 x 4s on up are being delivered 
by boat for $102, with rail ship- 
ments $105.50. These shipments, 
as usual, include 25 percent No. 
2 common. 

Once in a while, a dealer has 
gotten a bargain recently in 
picking up a distress shipment. 
Then, there have been some 
orders brought in from around 
$99, but there was no bargain 
here as it was cheaper lumber. 

Rough fir, heavy stuff such as 
6 x 12 to 12 x 12, is being 
brought in by boat for $108, 
including the new freight rate 
imposed in August which 
amounts to $1 per M. The cost 
by rail would be $121. 

Ship yards are very busy, 
and lumber operators doing 
business with them are having 
a harvest. Many shipways have 
improved or rebuilt, taking 
huge quantities of yellow pine. 
A scarcity having developed in 
this large timber, some are 
talking of importing from Nic- 
aragua. There’s a long ship- 
ping time involved—two 
months—and the delivery price 
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é: FRENCH BLUE 














e CITRON YELLOW 
@ witiow creen 








@ sanvatwoon 


As well as in Baked on White 
Enamel and Natural Finish 
Birch or color combinations. 




















SOLID COLOR OR COLOR COMBINATIONS 


Picture it! The latest in modern kitchen design, correctly 

styled and in eye-appealing color. A smart, efficient 

DCW DY. kitchen, all in French Blue... in Citron Yellow . . . in 
Cabinets have — Ss Willow Green . . . in Sandalwood. Or, if desired, base 
: | Fine Cabinets cabinets in Blue and wall cabinets in Citron Yellow, or 
@ Modern Flush Ends \\\\\\<__ Everyone who can meet easy FHA terms can have a 
CK \ beautiful, step-saving I-XL kitchen in color, in baked on 


WK SSK ___ White Enamel or Natural Finish Birch. And all I-XL deal- 
@ Kiln Dried Hardwood \\\\\\__ ers are set up to guide home owners or builders in desir- 















able color selecting, including suitable Formica or lino- 
leum top colors. 


See the beautiful, new I-XL Colors. 
Write today for I-XL Color swatches. 





Dept. 101-A, Goshen, Indiana 


Buitp1Inc Propucts MERCHANDISER 17 


i" | 





here would be around $190 to 
$200 per M. 


Retail Store Sales 


Sales of large independent 
retail stores in the United 
States were 10 percent lower 
in August 1951 than in August 
1950, but 10 percent higher in 
August than in July of this 
year. These preliminary data, 
based on reports from approxi- 
mately 9,000 large independent 
stores, were released by the 
Bureau of the Census, U. S. De- 


partment of Commerce. These 
large independent retailers are 
engaged in a number of kinds 
of business and are located in 
selected areas throughout the 
country. The percentage 
changes are not adjusted for 
seasonal variation, number of 
working days, or price changes. 

Independent food stores re- 
corded a sales gain of 9 per- 
cent in August 1951 compared 
with August 1950. Eating and 
drinking places and drug stores 
reported sales up 7 percent. 
Sales of department stores were 








re nenano 1 ror QAR nrowoo: 


Your customer wants Redwood he can trust—stock he can count on to give him the 
fine performance Redwood is capable of giving! And that means grade-marked, 
trade-marked, Certified Dry Redwood—accurately graded, uniformly milled, pro- 


perly seasoned. 


The demand is for dependable CRA Redwood—so why gamble? Feature CRA 
Redwood—the Redwood you can be sure of—the Redwood processed by these 


reputable member firms. 


CALIFORNIA REDWOOD ASSOCIATION MEMBERS: 


ARCATA REDWOOD CO. 


¢ COASTAL PLYWOOD & TIMBER CO. 


e HAMMOND LUMBER CO. * HOLMES 


EUREKA LUMBER CO. « NORTHERN REDWOOD LUMBER CO. « THE PACIFIC LUMBER CO. * ROCKPORT 


REDWOOD CO. ¢ SIMPSON LOGGING CO. « UNION LUMBER CO. 


e WILLITS REWOOD PRODUCTS CO. 





down 6 percent, and sales of 
lumber and building materia] 
dealers and motor-vehicle dea]. 
ers were off 16 percent and 17 
percent, respectively. 


Lumber—National 

Lumber shipments of 492 
mills reporting to the Nationa] 
Lumber Trade Barometer were 
13.3 percent below production 
for the week ending September 
15, 1951. In the same week new 
orders of these mills were 62 
percent below production. Un. 
filled orders of the reporting 
mills amounted to 45 percent 
of stocks. For the reporting 
softwood mills, unfilled orders 
were equivalent to 25 days’ pro- 
duction at the current rate, and 
gross stocks were equivalent to 
52 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were 0.3 percent below 
production; orders were 2.4 
percent below production. 

Compared to the average cor- 
responding week of 1935-1939, 
production of reporting mills 
was 60.4 percent above; ship- 
ments were 47.5 percent above; 
orders were 52.9 percent above. 
Compared to the corresponding 
week in 1950, production of re- 
porting mills was 9.8 percent 
below ; shipments were 24.7 per- 
cent below; and new orders 
were 8.9 percent below. 


Western Pine 


Production of Western Pine 
by the 104 mills reporting to 
the Western Pine Association 
for the week ending September 
15, 1951 amounted to 74,530,000 
feet as compared to 87,180,000 
feet for the corresponding week 
last year. Shipments for the 
week totaled 66,403,000 this 
year compared to 92,265,000 
feet a year ago. Orders for the 
week reached a total of 71,834,- 
000 feet. A year ago orders 
amounted to 88,954,000 feet. 
Unfilled orders at the week’s 
end totaled 203,711,000 feet 
compared to 226,164,000 for the 
same date last year. Stocks on 
hand this year at the week’s end 
were 785,805,000 compared to 
686,118,000 feet for the same 
date a year ago. 


Southern Pine 

The 113 mills reporting to 
the Southern Pine Association 
for the week ending September 
15, 1951, cut 16,006,000 feet, 
which was 16.12 percent below 
the three year average. Ship- 
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Now...your customers can buy 
professional sandpaper? 





Home craftsmen all over the country are reaching for 
the same sandpaper professional woodworkers have pre- 
ferred for years! 

Easy to see why, too. For the first time “Production” 
Paper—coated with aluminum-oxide, the world’s tough- 
est abrasive mineral—is available for home users. Discs, 
sheets and belts are pre-cut and packaged to fit most 
home power tools. Three simplified grits, fine, medium 
and coarse, make stocking problems easy. 

And the 3M Sanding Block’s a natural self-seller! It’s 
simple to load and comfortable to handle. Solid rubber 
construction gives a firm, flexible backing to the sand- 
paper. Works equally well for wet sanding. No wonder 
sales are zooming! 

Christmas sales idea: Suggest this block and sand- 


BuILpING Propucts MERCHANDISER 


paper to your customers as a unique gift for home 
craftsmen. Stock up now for the business rush! 









Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 
6, Minn.—also makers of “Scotch” Brand Pressure-sensitive 
‘Tapes, “Scotch” Sound Recording Tape, “Underseal” 


Rebberised Coating 
3M 


“Scotchlite” Reflective 
Sheeting, ‘‘Safety-Walk” 

HOME WORKSHOP 
SANDPAPER 


Non-slip Surfacing, “3M” 
Adhesives. General Export: © 
Minn. Mining & Mfg. Co., 
International Division, 270 
Park Avenue, New York 17, 
HES In Ag Yee oer ge ‘ 

ini g. Co. o 
Canade, Ltd., London, 
Canada. 

















ments for the week amounted 
to 15,779,000 feet, being 1.42 
percent below production and 
17.31 percent below the three 
year average. Orders for the 
period amounted to received for 


the week ran to 18,625,000 feet, 
which was 2.40 percent below 
the three year average but 16.36 
percent above production. 
Orders on hand increased by 
5.60 percent during the week. 


The Lumber Market at Presstime 


The following index is intended merely as a check on bu 
s compilation and average of mill prices at press ond an 


g practices. It is 
should not be con- 


sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the Saas ditors. 


DOUGLAS FIR 


Vertical Grain Flooring 


B&Btr. Cc D 
BE. cvlccsscvvene 170.00 165.00 110.00 
Flat Grain Flooring 
DEE sctiventoues 140.00 130.00 98.00 
ee 160.00 155.00 105.00 


Drop Siding 


1x6 (Pat. #106).155.00 150.00 110.00 
1x6 (Pat. #116).155.00 150.00 110.00 


Celling 

Se weewecuweee 125.00 123.00 80.00 
DE. “siccwenmeny 115-125 120.00 80.00 

Boards and Shiplap and 2” 

(green) 1x6 1x8 1x10 1x12 
No. 1 ....73.00 76.00 74.00 76.00 
No. 2 ....69.00 68.00 67.00 70.00 
mo. 3 ... «88.08 60.00 57.00 60.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 78.00 78.00 79.00 78.00 78.00 
2x 6 177.00 77.00 78.00 80.00 80.00 
2x 8 177.00 77.00 77.00 76.00 76.00 
2x10 77.00 77.00 77.00 77.00 77.00 
2x12 77.00 77.00 77.00 77.00 77.00 


No, 2 Dimension 


2x 4 70.00 70.00 73.00 70.50 70.50 
2x 6 69.00 68.50 69.00 73.00 73.00 
2x 8 69.00 69.00 68.50 68.50 68.50 
2x10 68.50 68.50 68.50 68.50 68.50 
2x12 67.00 67.00 67.00 67.00 67.00 


No. 3 Dimension R/L Only 


EY ie 5a piace a Seah Law oie wb wae 48.00 
PO Cpe cna een ae ee ees ate ee aw we 46.00 
REE er ae ee kee 44.00 
ed eae Pee eee ee 43.00 

PE EPC eT Te 42.00 


x12 
Onda 10-12 for dry lumber) 





WESTERN PINES 


Ponderosa Pine 


Selects 

$2 or 48 4/4 RW 5/4 RW 8/4 RW 

eeeen. Bale covecs 250.00 265.00 260.0 

Shop, 82S No. 1 No. 2 
ea 150.00 135.00 
ar ear ee sree 145.00 125.00 

Commons 2&Btr. No. 3 No. 4 

S2 or 48S RW 106 RW 75 RW 62 
ae os waeecn< 108.00 75.00 63.00 
Bee ee Meeeee 110.00 75.00 63.00 

Idaho White Pine 

Selects 

S2 or 48 1x4 1x6 1x8 5/64 
C&Btr. RL 250.00 265.00 270.00 265.00 
) . . ae 205.00 225.00 230.00 235.00 

Commons, S82 or 4S No. 1 No. 2 No. 3 
me cecvecewues 147.00 135.00 110.00 
BEE «nae ecmemne's 147.00 135.00 110.00 

Sugar Pine 

= peg A 

S20 4/4 RW 5/4 RW 6/4 RW 
SaBtr. RL. ..300.00 300.00 305.00 
Oe A. a6 a 00 8 275.00 285.00 295.00 
OS reer 255.00 255.00 260.00 

Sho » S28 No. 1 No. 2 No. 3 

5/4 ian 0 ae 165.00 125.00 85.00 

6/4 hneeenet 165.00 165.00 85.00 
- weens canes 165.00 165.00 85.00 


SOUTHERN PINE 


Vertical Grain Flooring 
B le Cc D 
rn 190.00 180.00 160.00 


pete atece ioe 165.00 155.00 115.00 
1x6 dade ar ey wine 200.00 190.00 150.00 
Drop Sidin 

1x6 (Pat. ¥ 4106). 195.00 185.00 155.00 

1x6 (Pat. #116).195.00 185.00 155.00 
Boards & Shiplap 

1x6 1x8 1x10 1x12 

No. 1 ...135.00 135.00 140.00 185.00 


No. 3... 73.00 80.00 80.00 86.00 
No. 1 Dimension 
12’ 14’ 16’ 20 
2x 4 93.00 94.00 96.00 106.00 106.00 
2x 6 89.00 89.00 90.00 100.00 100.00 
2x 8 92.00 92.00 94.00 100.00 102.00 
2x10 102.00 103.00 103.00 111.00 114.00 
2x12 108.00 108.00 108.00 119.00 124.00 
No. 2 Dimension 
2x 4 86.00 87.00 89.00 99.00 99.00 
2x 6 82.00 83.00 84.00 93.00 95.00 
2x 8 82.00 83.00 84.00 93.00 95.00 
2x10 86.00 87.00 87.00 93.00 95.00 
2x12 °° 86.00 87.00 87.00 93.00 95.00 
No. 3 ory ne been aad 
69.00 





2x 4 

2x 6 68.00 

2x 8 67.00 

2x10 67.00 

2x12 61.00 

REDWOOD 
oa, 

Gxt Ae rv Biding arweleeeneeek 1398.08 

x eeeeeeeeeeee ” 

x en ing oee-eews eaeee ee 
1x 4 =e cecoccececsces SET 

80.00 


1x iy) BEBE. cccccccccccece t 
1x R Mee cccovocccceces Bee 
1x10 R/L A&Btr. .....2--eeeee5 310.00 
1x12 R/L A&Btr. ..........2-.- 326.80 
Prices for red cedar siding in mixed 
cars, new bundling, 6 to 18’ are: 
Beveled Siding, % Inch 
Clear 60 Ase “_B” 
x4 inch ...... 95.00 83.00 75.00 
x5 inch ......120.00 118.00 88.00 
BE INGR ..ccee tet} 143.00 120.00 
x8 inch ......185.00 178.00 130.00 
Clear Bungalow Siding, % Inch 
8 inch ........210.00 198.00 160.00 
10 inch ........230.00 218.00 175.00 
12 inch ........230.00 228.00 165.00 
Finish, B and Btr. 82S or 48, 
“— or Rough 
eecccveccoeccecce]s ckeeeneee 
1x10 re ee ee 175.00 
BEES ccccceseccesocecoce 185.00 
Ceiling or Flooring, 
B and Btr., 9-16’ 


B&Btr. C D 
1X8 ..cccceeee 100.00 97.00 85.00 
1x4 .......----+100.00 97.00 865.00 


RED CEDAR SHINGLES 





Royals 
MEE caiidan 6, Wer ace wrdiaee alee 13.50 
ES eg) Sa ee eee Fo 9.00 
NS a aaa eel /d cole ersa @ oa 6% 0 6.25 
Perfections 
EE PUTED. i .she. a: «ig eg ovens 10.00 
eS = | 6.00 
OE ORIET ceccccceresess 4.00 - 
(XXXX 
16”-5/2 $i , SRE eae eee, eB 8.25- 8.50 
| eae oe 5.50 
16”-5/2 #3 Pueeweeee evade 3.75- 4.00 





ENGLEMAN SPRUCE 


Boards and = 

(dry) x6 1x8 1x10 1x12 
No. 2&Btr. 104. 00 107.00 108.00 112.00 
No. 3&Btr.. 86.00 87.00 88.00 987.00 

No. 1 Dimension | 


2x12 77.50 77.50 77.50 81.50 81.50 
No. 2 Dimension 
2x 4 69.50 69.50 69.50 69.50 69.50 
2x 6 69.50 69.50 69.50 69.50 69.50 
2x 8 69.50 69.50 69.50 69.50 69.50 
2x10 69.50 69.50 69.50 69.50 69.50 
2x12 65.50 65.50 65. + 65.50 65.50 
(Boards graded No. 2, 3, at flat 
price; no price for game No. 2. Mills 
do not grade out No. 3 Dimension sepa- 
rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring 


&Btr. Cc D 
BEE, ogitaiwintnaacioes 150.00 140.00 100.00 
— Grain Flooring 
ee Ee 135.00 125.00 93.00 
1x6 a lithe aos as 9S a6 155.00 150.00 100.00 


Drop Sidin 
1x6 (Pat. ¥ 4106). 145.00 135.00 105.00 
1x6 (Pat. #116).145.00 140.00 105.00 


Celling 
SE sane eeeecs 105.00 100.00 60.00 
OS Sere 110-120 105-115 90.00 
Boards and Shiplap and 2” iaer) 
1x6 1x8 1x10 1x12 


No. 1 -80.00 82.00 82.00 82.00 
No, 2 -77.00 77.00 77.00 177.00 
No. 3 -62.00 64.00 64.00 64.00 


No. 1 Dimension 
14’ 16’ 18’ 20’ 
77.00 77.00 82.00 82.00 82.00 


x ; J é q 

2x10 77.00 79.00 77.00 77.00 82.00 
2x12 77.00 77.00 77.00 77.00 82.00 

No. 2 Dimension 
2x 4 74.00 74.00 76.00 75.00 175.00 
2x 6 73.00 73.00 74.00 75.00 75.00 
2x 8 70.00 70.00 71.00 71.00 71.00 
2x10 70.00 70.00 70.00 70.00 70.00 
2x12 68.00 68.00 68.00 68.00 68.00 

No. ream 


oy BAC ASS ere pone: 54.00 
ly, SRR Rr rere eer re aree 53.00 
ES a erat Pees 52.00 
BM a ark Geb: gw ivin Gia aise avs aveeersicat sana 51.00 
er ee ee ae 51.00 





OAK FLOORING 


Clear Pln 3§x2%4 4§x1% By ar %x1\% 
135.00 


White ..195.00 165.00 5.00 i 

Red ....195.00 165.00 tae 00 135.00 
Sel Plain 

White ..165.00 145.00 125.00 110.00 

Red ....165.00 145.00 125.00 110.00 


#1 Common 
White ..145.00 115.00 55.00 45.00 
Red ....145.00 115.00 55.00 45.00 
#2 Mixed .100.00 75.00 50.00 40.00 
15” Shorts 
#1 Com. & 
Btr. ....110.00 85.00 45.00 35.00 
#2 Com, .. 85.00 65.00 40.00 30.00 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 18’ are: 
Beveled Siding, ™% inch 

Clear we —- 


SeEE THER 20000 80.00 77.00 55.00 
2eX5 ICN ..ccee 85.00 83.00 60.00 
%x6 inch ...... 100.00 100.00 75.00 
%x8 inch ...... 130.00 128. ons 95.00 
Clear Bungalow Staines, %, In 
i. See 160.0 158. 90 120.00 
2. er 18500 183.00 135.00 
Cf. ea 195.00 193.00 155.00 


Finish, B and Btr. S2 or 4S, 
_— a or rough 


rg dcenirericn Wea wera ors miata aa eua 240.00 
BE evant caw teeeiboubece alana een 250.00 
UNE i decree wat os Si ee eh areas ear 250.00 

Ceiling or rn © and aj 9-16’ 

p r. 
Seer 105.00 100.00 90.00 
| SE Perr 120.00 115.00 95.00 
Discount on mouldings, 6-20’ odd 


lengths. 
Series 8,000— 
ss under 4.00—list plus 35 per 


Listing ~ gg and over—list plus 35 


per cen 

Clear Lattice, 6-16”, 5-16’ 
IE Cire ws eared + cre eralels toch iateie bles 1.50 
Re re ae Pe ee a eee 1.75 
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EDITORIAL 


*We Must Build on Facts Not Fancy 


It appears to me that since the start of the 
Korean episode, we in America have had a les- 
son which we must face seriously. Our Council 
of Economic Advisors and our Political Ad- 
ministration, certainly in their public utterances 
and in their planning, woefully underestimated 
the potential capacity of America’s factories to 
produce. Even those of us who suspected that 
America’s potential was being underestimated 
were too timid to forcefully express our thoughts 
in the face of the preparedness propaganda 
line of “Sacrificing for Defense.” We who were 
“briefed” at the Pentagon on the sorry state of 
our Defense and the needs of our armed forces, 
were in no position to challenge the information 
given us. When General Harrison came to head 
up the National Production Administration and 
said to the construction industry, “I have to cut 
back enough to be sure that the military gets all 
it needs,” we could only agree. 

But now the record speaks for itself and with 
increasing clarity as the days pass. We have 
had all the “Guns” our Defense Program could 
assimilate—and much more “Butter” than our 
civilian economy could use. Because our sta- 
tistical agencies record, often too slowly, what 
has happened, and much of our planning is done 
on their findings, the full significance of our 
overproduction has not as yet been fully ap- 
preciated. 

America’s overproduction, in goods for the 
construction industry as well as in almost every 
other line, was first hidden by a wild scramble 
of the uninformed public to purchase goods 
which their own memorable experience had told 
them might be short in wartime. In housebuild- 
ing this was further accentuated by a record- 
breaking year of building. Dealers who had 
trouble getting items for their trade did a bit 
of inventory building too. 

Interestingly enough, however, Americans do 
not follow blindly too long. Questions are 
asked. Right now with a dawning realization 
that productive ability can meet the test and 
goods can be bought when one wants them, the 
public have turned straight about and are keep- 
ing their pocketbooks tightly closed except to 
add to their contents. 

Now while we are so fortunate as to have a 
breathing spell, we must face up to this problem 
which will soon again plague us. We must find 
a way to absorb our present production and an 
even higher production, so that America’s living 
standard may safely keep on growing and get- 
ting better and better. For the welfare of each 
one of us who works in this industry, and for 
the best interests of all of America, we must 
not consider a solution which imposes any new 
limiting factors on our productive ability. 

How do we go about it? The answer is not 





*Excerpt from talk to Producers Council Annual Convention 
by Norman P. Mason, past president NRLDA, and Director 
U. S. Chamber of Commerce. September 27, 1951. 


Buitptnc Propucts MERCHANDISER 


too obscure. I challenge each of you to work 
to implement it. You and I must abandon the 
old concept of feeling that a manufacturer of 
a product has done his job when he has pro- 
duced his goods at the lowest possible cost, and 
that a retailer has done his job when he has at 
hand the materials that his community needs for 
its normal building requirements. 

I realize that most manufacturers are do- 
ing an outstanding job of research to perfect 
new products, and certainly that work must be 
continued. We in the retail end are doing some 
research too. We have recently completed a 
study of efficient room sizes, and how they should 
be combined in a house. We have another under 
way to try to find out what size and kind of 
closet is best for the houses of American fam- 
ilies. We are also financing a study to see which 
marketing policy has been the most effective 
over a long period of years, relating business 
policy to the cycle of business volume. 

The whole construction industry is supporting 
the Building Research Advisory Board at the 
National Academy of Sciences, and we are find- 
ing that it is doing an increasingly effective job 
in the coordinating of research work. All of 
these, I believe, point out the next step which we 
should take—the plan which will give our pro- 
ductive organizations an opportunity to go on 
at full capacity. 

My suggestion then is that every factor of the 
Construction Industry get behind an intelligent 
program of marketing research. We need two 
programs started at once. We must have a study 
of what the market can take in the next year 
or two; and we must have another study which 
will look further into the future — research 
which will estimate the trends over a 10-year 
period or longer. 

I am not talking about a study which will 
merely relate population growths to needs for 
housing and the service facilities, stores, schools, 
churches and the like. That would be a part of 
it, of course, but equally we must do a lot of 
serious thinking about ways to’market more 
living comfort for America. Can America’s liv- 
ing standards be improved by some new ma- 
terial, or a new use for a presently accepted 
terial? 

Where should a producer be pushing his pro- 
motion? Where should the Retail Distributor 
be spending his sales effort? We should know! 

Are you leaders willing to join with the other 
leaders in other branches of this great construc- 
tion industry, and see to it that such coordinated 
Research into Markets is carried on, so that we 
may learn the facts and be able to plot a course 
so that our part of the Private Enterprise Sys- 
tem may once again demonstrate to the citizens 
of America the real advantages of a free system 
of doing business? 


Ane de Norman P. Mason 
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SPECIAL CHRISTMAS DISPLAY of power and hand tools at the Corkin Lumber 
Co., Randolph, Mass. Christmas-decorated canopy covered the island and red and 
green electric bulbs helped attract attention. 


Plan Now to Boost Xmas Sales 


Here are some suggestions that will help you 
keep the cash register ringing merrily during the holli- 


day season. 


Talk as we may about tight- 
ening our budgets and mount- 
ing inflation, one powerful and 
positive sales fact comes into 
the spotlight these days. It is 
this—the buying public relaxes 
its purse strings for Christmas. 
The consumer is influenced to 
buy in direct proportion to the 
retailers’ sales efforts. 

Yes, this great annual holi- 
day is a time for aggressive 
merchandising which skillfully 
avoids a mere commercial tie- 
in, for increasing profits, and, 
best of all, for making new cus- 
tomers whose home -improve- 
ment and construction needs 
you can service the year round. 
From the institutional view- 
point, there is no better oppor- 
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tunity than the Christmas sea- 
son for making new friends and 
influencing prospects to think 
highly of your store or yard. 

Think of yourself as a marks- 
man and greater sales volume 
as your target. Then start now 
—today—to train your mer- 
chandising sights on the best 
Christmas you’ve ever had, 
profit-wise. 

First of all, consider this im- 
portant angle: wartime con- 
sumer buying habits have been 
greatly modified by controls, 
scarcities and rising prices. As 
a result, the homemaker is 
more critical than ever before, 
when it comes to a major pur- 
chase like a new home, an addi- 
tional room or a package like 





a garage or new kitchen. Yet 
at the same time, he or she is 
far more practical-minded than 
at any time before in our mer. 
chandising history. And this 
tendency is particularly notice- 
able in holiday gift buying. 
More and more consumers look 
for useful, permanent gifts at 
Christmas than for what we 
might call luxury items. An © 
analysis of department store 
sales bears this out. 
Consequently, the building 
materials dealer who can sel] 
creatively has a golden oppor. 7 
tunity this year to increase hig © 
holiday traffic and profits if he © 
keeps in mind that the majority 7 
of his potential customers are 
already partly pre-sold on com- 
bining the spirit of the Christ- 
mas gift with a desire to obtain 
merchandise that will give serv- 
ice and pleasure long after the 
holiday. Also, that an increas- 
ing number of homeowners en- 
joy and are capable of making 
their own installations, refin- 
ishing furniture, using tools to 
make their own gifts for the 





family. With all this in mind, 
the dealer can level his sights 
at the very market he wants to 
sell by merchandising and ad- 
vertising accordingly. 

The first step to take, ob- 
viously, is to determine which 
items you stock are potential 
Christmas sales leaders for you. 
Elsewhere in this issue you'll 
find a suggested check list 
which will give you helpful 
ideas on what can be promoted 
with profit to your holiday 
trade. However, here’s one vital 
point to remember: the more 
you can appeal to the entire 
family, which means the young- 
sters as well as Mom and Dad, 
the more you'll sell. 

Tools are a perennial favor- 
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MATICO offers outstanding plus-profit 
opportunities for over-the-counter sales! 
Make big plus profits by handling easy-to-sell MATICO 
Asphalt Tile Flooring... without tying Up your money in 
heavy inventories. 

: With MATICO, your stock is carried at 122 distribution points. 
ve rue conroual! - One of them is near you, so your orders — large or small — 
neweeten = — | can be filled promptly. 

All you need is one of the MATICO displays that includes 
actual samples of MATICO. You don’t have to worry about 
installations or servicing, unless you wish, because MATICO 
is widely sold on an over-the-counter basis. 

Extensive National Advertising 
captures the new install-it-yourself market! 
MATICO customers are brought to your store pre-sold by powerful, 
d colorful, large-space MATICO ads appearing regularly in 12 lead- 
h t ’ ing national magazines, such as Saturday Evening Post and Good 
to r Housekeeping, and Sunday Newspaper Supplements like This 
, En oA ee Y Week, Parade and American Weekly that are distributed through /> 
ates 3 ee -. 86 leading Sunday newspapers. 
pes GN-YOUR-FLOOR ie ad} Get your share of the profitable MATICO Asphalt Tile business: 
ich ‘ For more enduring beauty... , =a | Mail — today for full details. 
me GREE, scien nsclioton oe MASTIC TILE CORPORATION OF AMERICA 
ou. 3 woe j 
71] 4 , og Member: Asphalt Tile Institute 
list ; es feet MSS ne Factories: Joliet, Ill. * Long Beach, Calif, © Newburgh, N. Y. 
ted ee ~ Mastic Tile Corporation of America 
lay die Dept. 310 
tal f : * og : . . Newburgh, N. . & 
ore — Please have my nearest MATICO distributor send me the 
ive display (s) checked below: 
, | , — —MATICO "Design-Your-Floor" Display, $24.95. 
ng- —MATICO "Silent Salesman" Display, $4.50. 
ad, — EY —Check enclosed.—Have distributor bill me. 
or- 











QUALITY TOYS are good sales leaders at Christmas, bring- 
ing both oldsters and youngsters into the store. These 
islands were set up at City Lumber Co., Bridgeport, Conn. 





ite around Christmas time. 
Now more than ever they jus- 
tify ample display space and 
sales attention at point of sale. 
More and more schools are in- 
cluding shop and manual train- 
ing courses in their curriculum 
as one way of combating juve- 
nile delinquency; this means 
that a good many youngsters 
will bring their parents into 
your store to look over your 
tool display, as a broad hint 
for Christmas. Besides, Dad 
himself is a better home hobby- 
ist than he ever was, and Mom 
will get some helpful ideas 
from you in solving her Christ- 
mas gift problem if you feature 
an attractive gift tool depart- 
ment or window that points up 
suggested uses around the 
house. 


Toys Attract Holiday Shoppers 


An inventory of nationally 
advertised practical toys such 
as wagons, sleds, bicycles, home 
chemistry and printing sets, 
model airplanes and trains has 
always been a standout for the 
retailer this time of year. Once 
again, this type of merchandise 
draws both parents and chil- 
dren to your store, a focal point 
from which your merchandis- 
ing can direct the adults to 
home improvement products 
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which you are eager to promote. 

Even if you don’t ordinarily 
stock such heavy appliances:as 
refrigerators and washing .ma- 
chines, you’ll find it profitable 
to include models in your pack- 
age displays of a new kitchen 
or combination kitchen-laundry 
for Ohristmas. And of course, 
lighter appliances like coffee- 
makers, waffle irons and toast- 
ers have proved their value to 
the retailer holiday after holi- 
day. 

Your ingenuity in display 
will enable you to. give year- 
round best sellers like outdoor 
grills, fireplace accessories, tie 
racks, new lock sets and kitchen 
cabinet hardware “that Christ- 
mas look” which will boost 
your sales on these good-turn- 
over items. Just a display with 
a Christmas wreath or holly 
isn’t enough to put across a cre- 
ative selling idea: you’ll need 
hand-lettered display cards and 
signs to suggest a‘ reason-why 
to buy. 


Millwork Items for Gifts 


Wood, that stable commodity 
of every building materials 


dealer, really comes into its’ 


own at Christmas. It has count- 
less different uses which lend 
themselves to holiday merchan- 
dising in an outstanding way. 
The “do-it-yourself” homeown- 
er will buy precut lumber pack- 
aged complete with specifica- 
tions to make his own work 
bench or phonograph. cabinet. 
He’ll enjoy the work of turning 


a piece of unfinished furniture © 


into an eye-appealing, useful 
gift for the house. Again, Mrs. 
Housewife will welcome a 


n 
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NEW OR REMODELED KITCHENS are good gift promo. 
tion subjects on the practical side. This display was seen 
at Rose Brothers Co., Cincinnati. 


.can have fun safely in bad 
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handsome spacious cedar-lined 
closet to give her that extra 
storage space she’s wanted so 
badly. Think what you, as a 
potential customer, would like 
for Christmas; thus you’ll be 
able to anticipate their de- 
mands and to influence their 
buying this Christmas. . 


Profit-Plus Opportunities 


Remodeled or new rooms are 
splendid holiday gifts which 
benefit the entire family. Show 
Mr. and Mrs. Homeowner how 
they can turn that dingy base- 
ment into a handsome amuse- 
ment room where the children 


weather. Help them visualize 
how they can add a porch for 
those sunny days next summer. 
Or again, show a model garage 
with a holly wreath and ribbon 
bow on the door, with a sign 
telling them what a convenience 
this addition will be in car pro- 
tection. and tool. storage space 
and-how easy-payment plans 
make it a perfect Christmas 
buy. Remember to stress the 
helpful time-payment plan in 
all your packaged selling: it 
lessens sales resistance, moti- 
vates the undecided, budget- 
minded customer to buy rather 
than put off buying. 

You can’t start too early to 
line up your ammunition and 
train your sights on the biggest 
Christmas market you’ve ever 
had. Start your Christmas 
plans now. Make liberal use 
of display and _ advertising 
throughout the coming sales 
weeks till Christmas. Sell the 
creative way and boost your 
sales this holiday season. 



































WALLS OF PRE-STAINED SHAKES 


Genuine cedar shakes, pre-stained at the factories, have become the nation-wide 
favorite of builders who know the importance of beautiful exterior walls in selling 
new homes. Retail lumber dealers throughout the country report a constantly growing 
consumer demand for these real wood walls, particularly among their customers who 
are interested in remodeling. Every builder, every lumber dealer, should have a copy 
of the “‘Handbook for Successful Building with Stained Cedar Shakes.” Send for yours 
today. No charge, of course. Address: 


STAINED SHINGLE & SHAKE ASSOCIATION 


5527 WHITE BUILDING + SEATTLE 1, WASHINGTON 


BUILDING Propucts:~ MERCHANDISER 











Your Christmas Check List 


See how many of these items you can merchan- 
dise this coming holiday season. 


More and more, the trend in 
holiday gifts is towards the 
practical and utilitarian. And, 
because many a homeowner 
takes delight and pride in cre- 
ating something with his own 
hands many dealers are em- 
phasizing the do-it-yourself 
type of gift, such as a refin- 
ished book-case section or pho- 
nograph-record cabinet. 

Or again, the head of the 
house may be induced to give 
his family more living space 
and comfort as a Christmas 
present in the form of an extra 
closet or a converted amuse- 
ment room. Then too, such 
practical gifts as tools, hunting 
and fishing equipment for the 
man of the family and an at- 
tractive set of cutlery, or kit- 
chen and dinnerware for the 
“better half’ will be appre- 
ciated because they are the kind 
of gifts that keep on giving 
pleasure and usefulness the 
year round. 

To help anticipate the home- 
maker’s desires in the holiday 
gift line, refer to this conve- 
nient check list of possible 
Christmas merchandise. If you 
stock any of them at all, yau’ll 
want to plan an energetic pro- 
motion that will get extra sales 
and profits. First of all, deter- 
mine what inventory you will 
‘need between now and Christ- 
mas to satisfy the holiday store 
traffic. Then prepare a cam- 
paign which will include both 
point-of-sale aids, direct-mail, 
newspaper and radio advertis- 
ing. Make sure you’re not 
caught short on items that are 
really demand “leaders” so that 
your competitors will draw 
business away from you. 

Next, determine what loca- 
tions in your store or yard you 
are going to give the most 
profitable holiday gift items. 
Standout merchandise deserves 
standout display space. 


Even if you don’t stock such 
large-profit merchandise as ap- 
pliances, consider the possibili- 
ties of displaying them with 
the idea of selling a package 
such as a complete new kitchen. 
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This check list is, of course, 
not complete. Add those items 
which you want to push from 
your own stock. Remember— 
the more promotion you put be- 
hind them, the more you’!! sell! 





Check List 


Power tools: 

CO drills 

[] table saw 

C] lathe 

C) drill press 

[] band saw 

[) power drill 

C] portable sander 
C) paint sprayer 
C) hedge trimmer 
C] lawn mower 


Hand tools: 


[] saws 

C] chisels 

[] braces 

Cy bits 

C) files 

[] wrenches (matched sets) 
C1) hammers 

[] framing square 

[] spiral screw driver 
[] bench vise 

C] blow torch 

[] tool chest 

[] mitre box 


Home hardware: 


C) kitchen stool 

C) kitchen cabinet 

[) brass mail boxes 

C) closet 

Cj door chimes, knockers 
C) barbeque equipment 

C1) outdoor fireplaces 

C) fireplace accessories 

CL] swinging tie rack 

[) shoe rack 

(] medicine cabinets 

(1) door grills 

(J ornamental ironwork 
() distinctive porch lights 
[) nut crackers 

(1) Christmas tree holders 
C] bathroom scales 





Mirrors: 


(1) bathroom mirrors 
C] door mirrors 
[] convenience mirrors 


Heavy appliances: 


(0 dish washing machines 
C) refrigerators 

( deep freezes 

C] clothes driers 

C) clothes washing machines 
() garbage disposal units 
C) radios 

C] electric stoves 

C] room heaters 

(] kitchen ventilators 

C) hot water heaters 

C) television sets 


Light appliances: 


C toasters 

C] waffle irons 

() roasters 

C] mixers 

CO clocks 

CL] coffee makers 
C] electric irons 

(J pressure cookers 


Millwork: 


—1) dog house 

(1 work bench 

C) garage door 

(J ping-pong table top 
C] plywood base for electric train 
C] new home 

[) cedar lined closet 

(0 new garage 

C) telephone desk 

() wardrobe closets 

C) cedar-lined chest 

C) ladders 

O) mantels 

(J) corner china cabinets 
(J hanging corner case 
(1) unfinished furniture 
C) shadow boxes 

( built-in book case 

C bars and bar stools 


Sporting goods, toys: 
0 hunting equipment 
CJ fishing equipment 
CO electric lantern 

() wagons 

[] bicycles & tricycles 
C) knives 

C] trains 

(1) ping-pong tables 
C) skiis 

(1) doll house 

(J erector sets 

C] model toys 


Floors and floor coverings: 


_ For bath, halls, play rooms, and 
living room: asphalt, cork, rubber, 
linoleum, plank or block hardwood. 
Each offered as a packaged sale on 
a time-payment plan basis. 


Miscellaneous: 


0 kitchenware 

(1 dinnerware 

(J house numbers 

[] door mats 

Cj flashlights 

O cutlery 

(J thermos jugs 

O presto-logs 

Cj flame coloring 

( eleciric blankets 

(2 Christmas trees 

C) Christmas tree lights 
() Christmas tree ornaments 
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CERTAIN-TEED 


Water-Repellent, Fireproof Gypsum Sheathing. 
Tongued and grooved to defy dampness and wind. 
Greater structural strength than wood. Economical 
and easy to erect. 


oo) Fireproof Gypsum Lath. Plain and perforated. 


Fireproof Gypsum Plaster. For base coats. ‘‘Plasti- 
aa sized’? (easy working) plasters. Gauging and 

molding plasters. High quality prepared finishing 

plasters, including Kalite Acoustical Plaster. 


Fireproof Bestwall Gypsum Wallboard. Wood- 
grained wallboards reproducing knotty pine, rib- 
bon mahogany, and figured aspen. 


incombustible Fiberglas* Insulation for Walls 

5) and Ceilings. Batts, blankets and pouring wool 
complying with Federal Specification HH1-521. 
Famed moisture-resistant Fiberglas will outlast the 
life of the house. 
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from top to bottom, inside and out 
for enduring, fire-resistant qualities 


Incombustible Fiberglas* Insulation for Perim- 
eter. Ideal for surface insulation in basement- 
less homes. 


Fireproof insulating Gypsum Leth. With an 
aluminum foil back for insulation and as a 
vapor barrier. 


Weather-Resistant Asphalt Felt. A high quality, 
thoroughly asphalt-saturated roofing felt. Water- 
proof, durable. 


Fire-Resistant Woodtex Shingles. The artisti- 
cally blended asphalt shingles with a real raised 
grain and deep shadow lines. In a variety of 
colorful blends. 


insulating Asphalt Sidings. Fire-resistant, 
weatherproof, attractive, long wearing. In Bricktex 
(buff blend, brick red, red blend, light gray blend). 
Stone design in Graystone. 


Fireproof Bestwall Gypsum Wallboard. Plain 
surface. 


*Trade-Mark Reg. U.S. Pat. Off. by Owens-Corning Fiberglas Corporation. 
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PRODUCTS REG. U.S, PAT, OFF. 


Quality made Certain...Satisfaction Guaranteed 
CERTAIN-TEED PRODUCTS CORPORATION 





ARDMORE, PENNSYLVANIA 
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| ASPHALT ROOFING » SHINGLES + SIDINGS 
| GYPSUM PLASTER + LATH » WALLBOARD + ROOF DECKS 


ACOUSTICAL TILE INSULATION — FIBERBOARD 
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Window THIS WINDOW, which is also shown on the front cover of this issue, was decorated by Forest City Material 
A Co., Cleveland, Ohio. The window was set up by fastening six adjustable shelf strap supports vertically on 
Displays the back of the Self-Order Service Board (see A. L., Nov. 2, 1950). 
Then background paper with a Christmas theme was stapled over these straps. Individual shelf supports 


EY 


were locked into position to hold the wood shelves. 
with a Santa Claus figure to lend a holiday touch. 
When the tools were in place the board was further decorated with pine leaves, holly and bells. To create 
a workroom atmosphere, sawdust was sprinkled on the tools, shelves and floor. 


How to Bring in Xmas Shoppers 


Special window and store decorations, backed 
up by dramatic newspaper ads, will attract customers 
—not once—but all the year round. 


Christmas Trees 

Holiday promotion at the Barker- 
Lubin Co., Springfield, Ill., last year 
centered around the sale of Christmas 
trees. 

Over 4,500 trees priced at a very 
nominal markup for that area were 
sold by this merchandising-minded 
concern. Sale of these trees resulted 
in major sales of tree lights and 
stands and an increased seasonal 
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volume on home appliances, related 
merchandise and other gift items, 
according to Harvey M. Brown, ad- 
vertising manager. 


Christmas tree sales were promoted 
by major display space in the news- 
papers. Retail price of the trees 
ranged from 50c for.a 2 or 3-foot tree 
to $2.20 for a nine or 10-foot tree. 
The store also sold “flocked” trees 
ranging in price from $2.50 to $7. 
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One electrical tool was displayed on each shelf along 
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A catalog of “Christmas Gift Sug- 
gestions” was mailed to charge cus- 
tomers. 
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To every building materials 
dealer who serves the public, 
the Christmas season offers 
boundless opportunities for 
building both profits and good 
will. Most important, the mer- 
chandising-minded dealer who 
plans his holiday sales cam- 
paign around the basic neigh- 
borliness of the community, 
will attract greater store traffic 
and win many new customers 
for his year-round promotions. 

In many ways, Christmas 
promotion is no different from 
special promotions throughout 
the year which fall broadly into 
two classes—merchandising and 
institutional. 


The holiday season offers the 
greatest opportunity of the 
year for you to make new 
friends by the type of promo- 
tion you do at this season. Some 
dealers who stress products and 
prices through the year, play 
the institutional theme big ‘at 
Christmas. Actually, there is 
no reason why both types of 
promotion cannot be done at 
this season if they are handled 
properly. 

But this campaign must be 
thought out well in advance 
and consistently followed in 
every phase of activity down to 
the final over-the-counter sales- 
manship needed to sell last- 
minute shoppers if it is to bring 
best results. 

You can’t start too early if 
you want to get the jump on 
competition. Remember, too, 
that there are still many poten- 
tial customers in your selling 
area who are unfamiliar with 
your store or yard and may not 
even know that you_ stock 
Christmas merchandise that 
will solve their holiday gift 
shopping problems. By attract- 
ing them:to.your place of busi- 
hess, by leaving an excellent 
lasting impression with them of 
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FIREPLACE DISPLAY with giant and miniature Santa Clauses and snow and 
icicle decorations provided the theme for this attractive window at the Logan 
Lumber & Hardware Corp. stores in Albuquerque, N. M., last year. 


SPIRIT OF CHRISTMAS is the theme 
emphasized by Getman & Judd Co., 
Stamford, Conn., in all its windows. 
If any merchandise is shown, it is 
incidental to the spirit of the holiday 
season. 


f 








UNFINISHED FURNITURE is given 
the holiday treatment in this simple 
window at City Lumber Co., Bridge- 
port, Conn. The necessary accessories 
to finish the furniture are an impor- 
tant part of this display. 





SIMPLE BUT ATTRACTIVE HARDWARE DISPLAY is given an eye-catching 
Christmas theme in a Kansas City store: The window required a minimum 
amount of dressing, but the overall effect is compelling. 
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Xmas Promotional MORE AND MORE DEALERS are selling Christmas 
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Christmas tree. 
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SANTA CLAUS in the form of John 


, d trees. These are generally offered at a very com- Freeman of the California Redwood 
eas petitive price. Hundreds of customers come to the Association, sponsored a party for 
store, most of them buying something more than a orphans last year at the Palace Hotel, 


San Francisco, an annual benefit af- 
fair. A good many dealers sponsor 
Christmas parties for their employes 
and their families at this season. 


Ley Away Now For Xmas 
Small Down Payment 
Wil Hold Any item 


Until Dex 








CHRISTMAS CAROLS sung by a boys’ choir before the START SELLING EARLY with signs like this one at 
scene of the Nativity resulted in some fine pictures and Barney Stewart’s in Oklahoma City. “Lay away now for 
stories for the Czerwiec Lumber Co., Chicago. Xmas. Small down payment will hold any item until 


friendly service and high-qual- 
ity merchandise, by showing 
them how you are equipped to 
serve their need every month 
of the year, you can build a 
valuable new clientele for 1952. 
And here are suggestions of 
tested and proved methods for 
—, that worthwhile 
goal. 


The tastefully designed win- 
dow display which suggests 
either a holiday theme—such as 
a scene from the Nativity or a 
family gathered around the 
Yuletide tree—or presents a 
tempting, well-coordinated ar- 
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December 15,” states the placard. 


* &Christmas Gift Coupon * x 


B.R. COLE LUMBER CO. 2 


* 1000 West Sth 
* OUR PRIZE: $25 IN MERCHANDISE * 
* 


TERRES Th ada 
i nt 
RMR ARERR pes 


Clip, fit out, end deposit in box provided in our etore. May be deposited * 
until 5 PM, December 8th. All coupons eligible for $1,000 in 
cosh awards, NOTHING TO BUY, YOU NEED 
NOT BE PRESENT AT THE 
DRAWING, 


Must be 18 yeors old and over to be eligibie, 
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CHRISTMAS GIFT COUPON IDEA is used to stimulate holiday traffic. This one 
by the B. R. Cole Lumber Co., Amarillo, Tex., offers $25 in merchandise to the 


winner in the lucky drawing. Coupons must be deposited in a box provided by 
the store. 
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Here’s why the Lectro-Saw line gives you 


PROFESSIONAL SAWS AT POPULAR PRICES! 


BLACK & DECKER 


QUALITY IN THE SAw Pays OrF IN SALEs! Demonstrate the 
speed, versatility and easy handling of BLack & DECKER 
LEcTRO-Saws to your customers, right in the wood! Let them 
get the feel of a LEcTRo-SAw themselves. Back up your sales 
story with the quality story shown here. Plug those popular 
prices. That’s the way to sell more LEcTRO-SAws, make more 
profits, build yourself continuing repeat business in blades, 
discs and accessories! 


BuILpING Propucts MERCHANDISER 


The BLACK & DECKER Mfg. Co. 
Dept. H-640, Towson 4, Md. 
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For Christmas STOCK QUALITY TOYS such as these shown at Sawyer’s, 


for the family. 


Gifts ® 


sanity 


DOG HOUSES AND WORK BENCHES are good Christ- 
mas specialty items. These were made by Central Hard- 


ware, St. Louis. 


ray of holiday gifts calculated 
to appeal to every member of 
the family, has always been an 
outstanding promotional tool 
for holiday selling. In design- 
ing the latter type of display, 
avoid too many items. Try to 
achieve a single overall theme 
which will win instant recogni- 
tion since the average passerby 
looks at a store window for 
about five seconds. (See the 
article on display in American 
Lumberman, September 8, 
1951.) 

Tie in with your local Cham- 
ber of Commerce or business- 
men’s association in planning 
your holiday window display. 
Often these groups offer prizes 
for the best windows, and the 
possible newspaper publicity 
you can derive from winning 
an award will be of value in 
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Worcester, Mass., to make your store a shopping center 





POWER TOOL DISPLAY with a Christmas slant is seen 
at one of the Hill-Behan stores in St. Louis. This store 
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GIFTS FOR. “HIM AND HER” aid 
customers in their selection from 
this four-step island at Gee Lumber 
& Coal Co., Chicago. 


SHOP IN ONE TC 


8 Puvwmser imcivoeo with sHor smite 





also shows several tool kits in varied price ranges. 


drawing store traffic. Give par- 
ticular attention to overnight 
lighting for dramatic effect. 
This holds true of your sign 
as well. Many dealers use spe- 
cial neon or plexiglass signs 
through the holiday season to 
tell the public that their stores 
are headquarters for Christmas 
shopping. Others use lighted 
outdoor Christmas trees in at- 
tractive stands to frame their 
windows, with an overhead ban- 
ner tied between the tops to 
advertise holiday merchandise. 


Highlight Store Displays 


Miniature trees, tinsel, arti- 
ficial snow, red and green holi- 
day price tags, model Santa 
Clauses, are holiday decorations 
you can use; when they are ar- 
ranged with care around the 


various departments of a store, 
they catch the eye and convey 
that genial spirit of Christmas 
which always makes the shop- 
per more eager to buy. 

Wherever possible, the store 
layout should be departmental- 
ized for holiday traffic, with di- 
rectional signs to the various 
departments. Along with this, 
many retailers build special 
islands containing quick-turn- 
over holiday merchandise aimed 
at stopping the casual shopper. 
These islands can create profit- 
able “impulse buying” if they 
are highlighted with holiday 
decorations, standout signs oF 
banners. Also, all merchandise 
should be clearly and vividly 
priced. 

If your newspaper ads fea- 
ture specials, tie in at point of 
sale by mounting the ad on 
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cardboard, with a colorful 
“Chrismassy” frame and place 
it near the island or department 
with a streamer leading from 
a departmental section in the 
ad right to the merchandise. 
This will show the homemaker 
that here is the place to buy 
the merchandise she reads 
about in your ad. As a further 
way of communicating the gift 
idea to the shopper, many re- 
tailers highlight displays of 
pre- Christmas- wrapped mer- 
chandise, partially open to 
show contents, with a hand- 
lettered price card using copy 
such as “Make Dad’s Christmas 
the Happiest Ever.” 


Prize Awards 


To draw larger store traffic 
during the holidays, many re- 
tailers offer attractive merchan- 
dise gifts to shoppers selected 
by drawing of tickets. These 
tickets are given to customers 
when they enter the store and 
the drawing is advertised for a 
certain date. Such a promotion 
should, of course, be vigorously 
advertised in the local news- 
paper, and a window sign or 
streamer should be used to re- 
mind passersby of the event. 
Other merchants give tickets 
only to those shoppers who 
make actual purchases. No 
matter which method you use, 
be careful to specify how the 
award system is to be handled 
so as to cause no misunder- 
standing and ill will. 


Children’s Gifts and Parties 


Christmas, when all is said 
and done, is a time for making 
children happy. And, from a 
merchandising standpoint, what 
you do to help accomplish that 
will impress the parents—your 
customers. For that reason, 
many retailers hold Christmas 
parties, to which, of course, 
parents are invited also. These 
may be held at the store or 
yard, as part of a general open 
house celebration; or again, 
they may take place at the local 
movie, where there is the pos- 
sibility of showing an interest- 
Ing and educational short film 
dealing with some phase of 
your business. After the movie, 
agift for each child is handed 
out by a part-time Santa Claus. 
Candy is a “must” at such af- 
fairs, 

Holding open house at a 
specified time during the holi- 

ay season is an ideal way of 

Mmnging new customers into 
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nence in this display at Rose Bros. 
Co., Cincinnati. Windows at this store 
were dressed for the holiday season. 





HUNTING KNIVES are given promi- 





PING PONG TABLES and plywood 
bases for electric trains are good pro- 
motion items for the holiday season. 





CHRISTMAS TREE ORNAMENTS 
staged on platforms and in shadow 
boxes around a store column are seen 
at Thrift Hardware & Supply Co., St. 
Louis. 


your store or yard and familiar- 
izing themselves with what you 
have. to offer. However, care 
must be taken not to make 
these promotions too commer- 
cial. Serving of light refresh- 
ments like cake and coffee and 
perhaps singing of Christmas 
songs by an employe group or 
children’s choir always strikes 
a neighborly, good-will note. 

In this regard, it may be 
pointed out that some dealers 
arrange with local church or 
music school organizations to 
sponsor choir singing of fa- 
miliar Christmas carols. Still 
another excellent institutional 
idea—which will draw favor- 
able newspaper and word-of- 
mouth publicity is that of 
working with local charitable 
organizations to provide Christ- 


UNFINISHED .FURNITURE — book- 
cases, record cabinets, children’s fur- 
niture and similar items—are given 
special display space at Dumont Coal 
& Lumber Co., Dumont, N. J. 


mas baskets for needy families. 

If “live” music cannot be ob- 
tained, recordings of carols can 
be obtained for playing right in 
the store to give the true holi- 
day atmosphere. 


Use Radio and Newspaper Ads 


A number of building ma- 
terials dealers throughout the 
country find it valuable insti- 
tutional advertising to take 
“spot” time with their local 
radio station to offer Christmas 
greetings to the community, to 
announce open house and 
Christmas party celebrations, 
or to suggest—without exces- 
sive commercial em phasis— 
various ideas for ideal holiday 
gifts available at their place of 
business. Still other dealers 

(Continued on page 154) 
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Gifts *“ Home 


From 
HOME BUILDERS SUPPLY CO. 
“Your Lumber and Building 
Material Store” 





Whitehall Yard Signe 
Many Figures and Sizes 





Colonial Post Lamps 
6 Styles 








$6.95 te $19.95 
— Andirons 
. $12.95 a pair 
18 Combinations 
Of 
Gym 
Equipment 
$13.50 
te Stainless Stee! 


$- 8-10-12 Fe 
Lengths 

$19.95 te 
$52.50 












HOME 
iehon SUPPLY CO. 
Can Opener _ __._.......82.85 “Your Lumber and 
Tass «= Building Material 
Mut Cracker - .......... 3.95 Store” 
Tulee Batrecior =. agg #0 W. Monument 
Crushers,.-...--____. 7.95 Dial 3-2759 




















Christmas Advertising Ideas 


33 WORKING DAYS TILL XMAS! 


REPAPER & REPAINT TO BEAUTIFY YOUR HOME 
FOR THE HOLIDAY SEASON 
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Open Every 
SATURDAY 
AFTERNOON 


For Your 








Convenience 





SF IMPERIAL WALLPAPERS 
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DUCO brings out 
hidden beeuty inold furniture 


years agp ~ Amt 
Hannah’s bed... all of then ° “attic agli? 
can b 
cae 
nation ...a litth carpentry... and a span 
kling coat of DUCO Enamel. DUCO ie made 
in white and a wide range of lovely color: 
It just flows on—leaves no 

dries quickly. You can use it on floors, walla; 
woodwork, too. Get some today! 





























FIX UP THE HOME FOR CHRISTMAS is the theme of this different type of 


holiday advertising by Richards & Krueger Co., 


ORNAMENTAL 
GIFTS for the in- 
terior and exterior 
of the home— 
yard signs, post 
lamps, andirons 
and mail boxes— 
are featured by 
Home Builders 
Supply Co., Jack- 
son, Miss. 


oe 


PRACTICAL 
GIFTS ranging 
from unfinished 
furnituretoa 
completely fin- 
ished extra room 
for the home are 
included in this 
Long-Bell ad. 


New Braunfels, Tex. 
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FOR CHRISTMAS, GIVE YOUR FAMILY A 








\ “Gs di 

Bud te room yourt mth Lang Bl Knotty Pine 
Paneling ond built-in bunk beds to conserve space 
Or let us on anche peed lp 
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INSTITUTIONAL ADVERTISING 
(left) is the way Romney’s in Salt 
Lake City greets its friends and cus- 
tomers at the Christmas season. 
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Again, as in the past for more than 80 Holiday 
Seasons, THE ROMNEY LUMBER COMPANY 
extends to its many customers and friends.. 
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OPEN EVENINGS "TIL 9, DEC. 20, 21 and 22 

pee 
e of 
P 3 FOR EVERYBODY ON YOUR SHOPPING LIST ane 

STILL 

TIME 
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Howell “Commander” overhead type garage door is 
so easy to eperate—a flick of the wrist sends it up 
and out of the way. This streamlined door adds to 
the appearance and value of your property,. too 
Moderately priced .. . Jong-lasting .. . easy to install. 






See the distinctive Howell Door et the Rutland Lumber Ce. It 
will be, “up and away with the greatest ef ease’ —365 days 
of every yeer. 
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OPEN SATURDAYS poco 

“UNTIL NOON = 
} ZEEE 
P-STOOL 
Jornshed, ss 
= LUMBERCO. | <= 
= HY od unter. Uikbwork Bldg Material tal 
~ too STOP 15 ALB-SCH'DY. RD. Plone: ALB.2-7180-SCHDY4-0580 
—_ ALBANY, N. Y. 
1 
: GARAGE DOORS as a gift—good 365 “a 
6Ef days in the year—is given holiday = 
a promotion by Rutland Lumber Co., = 
— Albany, N. Y. 
sas puch 
wn l8” 
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os arker|ubin {0 
Zs FETTER RUMBERLE 
SIFT SUGGESTIONS FOR EVERYBODY are dramatically 


ne llustrated and priced in this big display ad (ri 
ght) by 
3 Uurker-Lubin Co., Springfield, Ill. 
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THIS PLAN is something of a departure from the more 
tradition house stylings, but it has much to recommend it 
both from the point of view of comfort for the owner and 
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ing appearance. 






STUDY how the use of the cleristory gives excellent ventilation for this low 


cost house. 
placement. 


At the same time precious wall area has been saved for furniture 








in providing more liveable house for the money. Notice 
how low roof lines have been combined to create a pleas. 


Feature the modern low 
pitched roof among your 
house plans. When it is 
properly designed, like 
this one, your customers | 


will be interested. 


Modern Roof Treatments Have Many Advantages 


Flat, low pitched, and single pitched roofs can 
give better housing comfort while holding costs down. 


This month’s well laid-out 
plan is based on a fairly new 
concept in house construction: 
the use of low pitched roofs. 
This type of construction def- 
initely identifies the house as 
being modern. 

But beyond the actual ap- 
pearance, there are several 
construction factors that not 
only permit of some cost sav- 
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ings but give additional living 
comforts in the low cost field. 

Just one comfort benefit in 
this plan is the ventilation sys- 
tem that it is possible to achieve 
(see drawing) while retaining 
wall space and flexibility of 
arrangement. Notice the long 
useable wall area opposite the 
fireplace that is possible where 
cleristory ventilation takes the 


place of ordinary window vel- 
tilation. 

Also it has been possible to 
place the entrance into the bed- 
room unit hallway at the most 
convenient place, again without 
sacrificing ventilation, since 
the ventilating openings for the 
living area are above the roof 
line of the bedroom area. | 

Actually, when designed with 
the proper attention to detail, 
as in this plan, superior vel 
tilation is achieved. : 

In other plans using this type 
of construction, glass used in 
the cleristory makes it possible 
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LARGE, GLASS WALL AREAS have been used on the 
rear, or garden, elevation. When materials for glass walls 
are not readily available, alternate plans show the use of 
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Fireplace 


















Ros 


j LIVING-DINING AREA 


16-0" x 23’-10" 








GARAGE 







[JO 


UTILITY 





Range 


KITCHEN 
7’-10" x 9-8" 


| 
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UNIT PLANNING, as developed by the University of IIli- 
nois’ Small Homes Council, has been employed to give 
maximum comfort and liveable area to this home with an 


to light interior areas, again 
saving flexibility of plan. 

As shown in the cut-away 
drawing, actually construction 


From the customer’s point of 
view, acceptance of the modern 
appearance of the low pitched 
roof has increased rapidly with 
of low-pitched roofs is ex- the understanding of the bene- 
tremely simple for the contrac- fits this type of construction 
tor, makes possible. 
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standard window units. 
ern appearance that has gained wide acceptance among 
home buyers in recent years. 


BEDROOM 
8’-0" x 


Contrasting roof lines add a mod- 
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BEDROOM 


b 7’-10" x 


11’-10" 
BEDROOM 
10-0" x 12’-0” 







Drawers 





area of 992 square feet. Recommended minimum lot width 
is 80 feet. This house plan is also available with an alter- 
nate plan showing utility room. 


Note, also how this plan makes 
use of unit planning and glass 
walls as discussed in previous 
issues. 


For your information: Please refer 
to plan LD 212 when requesting addi- 
tional information about this plan. 


99 








é 


3 : 





Caan 


. 


= 





= = 
Pm THOMPSON’”LUMBER 
: fai 


i ~ SE ee 


/ 
shy 


FIRE BREAKS OUT when you least expect it. This $250,000 fire of undetermined 
origin started in the Thompson Lumber Co. yard, Champaign, IIl., at noon on 


Thanksgiving Day. 


How to Protect Your Yard 


Against Fire 


If you follow the preventive procedure recom- 
mended in this article, the chances of a disastrous fire 
in your yard will be greatly reduced. 


BY C. H. TILTON, JR. 

Chief Engineer, U. S. Epperson Underwrit- 
ing Co., Kansas City, Mo. 

WITH 

MEL BRINK 


Fire prevention means lock- 
ing the barn door before the 
horse is stolen. 

Fire prevention is fire fight- 
ing. It means fighting fire be- 
fore it starts—the only time 
the odds are every in your 
favor. 

Most fires are caused by care- 
lessness. All of us are human 
enough to be indifferent at 
times, to adopt an “it can’t 
happen to me” attitude, to neg- 
lect the simple rules that pre- 
vent fires. Few of us stop to 
realize that care, caution, and 
common sense fight fire more 
effectively than all the modern 
fire fighting equipment neces- 
sary to battle the fire that 
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shouldn’t have started. 

Americans paid $700,000,000 
in fire losses last year. You paid 
your share of that whopping 
bill. As a retail lumberman, 
you probably paid proportion- 
ately more than most business- 
men since lumber is a hazardous 
fire insurance risk. A compe- 
tently written insurance pro- 
gram protects you against fi- 
nancial loss due to fire. It’s 
vital to you and to our national 
economy. But the prevention of 
fire is equally important. 





























Chief Causes of Fire 
in Retail Yards 


1. Smoking —carelessness ith 
matches. 


2. Poor housekeeping. 
3. Poor electrical installations, 
4. Faulty heating equipment. 





Smoking is an expensive lux. 
ury. About one of every five of 
the most destructive lumber 
fires is due to smoking and care. 
lessness with matches. A cig. 
arette, or a carelessly tossed 
burning match, can start an in. 
ferno that can wipe out the 
work and saving of a lifetime 
in a few tragic minutes. 

Smoking poses a difficult test 
of employe and customer rela. 
tions. You can and should forbid 
employe smoking except in ap. 
proved and designated smoking 
areas or rooms. When it comes 
to the customer, it’s a slightly 
different problem. The tactful 
suggestion will work. Post NO 
SMOKING signs conspicuously, 

Put out cigarettes ... shred 
them. Provide metal, screened 
receptacles for office and ap- 
proved smoking areas. Remen- 
ber that matches are meant to 
start fires. 

Poor housekeeping is a less 
troublesome fire hazard, but no 
less important. The shabby, ill- 
kept retail lumber yard repels 
customers, invites fire. 


What Good Housekeeping 
Means 


Lumber is stacked for con- 
venience and to expose it toa 
greater circulation of air. Un- 
happily, this increases the dan- 
ger of fire. To reduce the fire 
hazard, passageways between 
stacked lumber in the yard 
should be 20 to 25 feet wide. 
In the larger yards, divided 
into sections, a 100-foot free 
space is recommended between 
buildings and lumber in the 
yard. 

Good housekeeping includes 
not only the cleanliness of the 
property, but also its mainte 
nance. The ground surround- 
ing each building and lumber 
pile should be scraped bare In 
a perimeter of at least ten feet. 
Alleyways should be kept clear, 
free from rubbish and_ other 
combustibles. Periods 0 
drought and low humidity re 
sult in dust-dry grass and vege- 
tation in the yard area al 
along the fences. The remedy 
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AGAINST RUST FOR LONGER LIFE 


Continental Flame Sealed fence has earned the confidence of farmers 
by delivering extra long service and satisfaction. It is the only fence 
with the Flame Sealed zinc coating for increased rust protection. Spe- 
cial copper-steel wire adds years of life, too. Available in the semi- 
flexible PIONEER knot and the CHAMPION hinge knot—both tops 
in quality, tops in durability. 

Dealers find Continental Flame Sealed fencing products move faster 
because farmers know this well-known brand and depend on its long- 
life quality. 

*Due to Government limitations on the consumption of zinc (N.P.A. Order No. M-15) Con- 
tinental Fencing will not be available in our ‘‘Flame Sealed'’ brand during this emergency. 
*Tr. Mrk. Reg. U.S. Pat. Off. 

STEEL MILLS NEED SCRAP BECAUSE YOU NEED STEEL 


STEEL CORPORATION |, NS 


GENERAL OFFICES + KOKOMO, INDIANA 


15 Types of Farm Fence, Nails, Staples, Lawn 
PRODUCERS OF — Posts, Gates, Barb Wire Fence, Wire Products 
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MAKERS OF THE FAMOUS PT-91 PLASTIC TILE CUTTER 













# ceues MORE TILE! 










“much easier to complete 
the sale...” 


“in comparison to other 
rental equipment, tile 
cutters need the least 
maintenance... ” 


“increased sales volume... “ 


“both of these cutters paid 
or themselves... “ 


ee 
Please send me FREE BUL- 
LETIN L on the JMJ Tile 
Cutter Rental Plan and name 
of nearest distributor. 





ial’ el 
J ENCINFERS MANUFACTURERS 
> ADDRESS 








CITY 


ZONE____STATE 
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GOOD ELECTRICAL INSTALLATIONS are important. Fire adjusters estimate 
that three of every four electrical fires are caused by poor installations. 


is obvious—a lawnmower, 
scythe, whip, and a strong back. 

Don’t permit your property 
to deteriorate. The poor house- 
keeper risks cancellation of in- 
surance and a _ serious fire. 
Don’t build a shiny modern 
front for your retail business 
and permit the working area to 
be a junk yard. Keep your 
yard spic and span. 

Fire investigators and ad- 
justers estimate that three of 
every four electrical fires are 
due to poor installation; devia- 
tions from the National Elec- 
trical Code. Employ only the 
licensed electrician or engineer. 
He will do your electrical work 
100% in accordance with ap- 
proved methods. 

Few retail lumber yards have 
heavy power electrical installa- 
tions. Nevertheless, the correct 


installation and maintenance of 
smaller units are important. 
All wiring should be protected 
against mechanical injury and 
rigidly supported. Metal con- 
duit wiring is preferred. Open, 
electric wiring passing through 
wood or combustible floors or 
walls should be protected by 
non-combustible tubes or bush- 
ings. 

The danger of electrical fire 
is always present. In St. Louis, 
Mo., recently a yard handy man 
extended the electrical circuit, 
overloading the line. The over- 
load generated intense heat, 
melting the insulation. A 
$67,280 fire loss resulted. 

Just as electrical fires are 
largely due to inexpert, and 


sub-standard installation, so are 


the fires due to heating units. 
Insurance folks are not un- 
sympathetic toward the lum: 


10-Point Fire-Prevention Check List. How Do You Rate? 


O) Maintain 100-foot space between 
buildings and lumber in yard. 

CO Keep alleyways free from rubbish 
and combustibles. 

(1 Maintain 25-foot space between 
lumber piles in the yard. 

(J Protect electrical wiring against 
mechanical injury by non-combus- 
tible tubes and bushings. 

[] Check heating connections and 
equipment before firing up in the 
fall. 

C) Provide chemical extinguishers for 
every 2,500 square feet of build- 
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ing floor space. 

[] Check fire barrels and buckets for 
content in the summer and freez- 
ing in the winter. 

C] Keep free lanes to fire hydrants 
at all times. 

C) Post “No Smoking” signs in re- 
stricted areas. Maintain an ap- 
proved area or room for smoking. 

(1) Educate every employe in fire pre- 
vention. (1) To protect the yard 
against the causes of fire. (2) To 
know what to do if and whe» Are 
breaks out. 





berman who must work the 
yard in bitter cold weather, 
Nonetheless, warming fires 
blazing merrily around a for. 
tune in finished lumber {do 
nothing to increase this sympa- 
thetic attitude. Warming fires, 
salamanders, and all sub-stand. 
ard heating units are extremely 
dangerous. 

Fires due to faulty heating 
units can be eliminated by cor. 
rect installation of the unit, 
pipes and vents. Check your 
heating units in late summer 
before firing up on crisp fall 
days. A thorough check-up by 
a qualified worker will prevent 
fires caused by faulty or im. 
properly installed heating 
units. 

In addition to the four salient 
causes of retail lumber yard 
fires, there are additional haz. 
ards which are considered in 
all insurance and fire preven- 
tion programs. 


Other Causes of Fire 


Exposure—the type of prop- 
erty or business contiguous to, 
or near the lumber yard—is 
vitally important, especially in 
metropolitan or congested 
areas. Bulk oil and gasoline 
storage units, chemical manu- 
facturers, grain elevators, res- 
taurants, recreation parlors, 
dance halls, and bowling alleys 
are some of the _ exposures 
which multiply the possibility 
of fire. 

The retail lumberman whose 
property is exposed to proper- 
ties of this type must take ex- 
ceptional precautions to safe- 
guard his business. Especial 
care is his only _ protection. 
However, if an unoccupied, di- 
lapidated frame _ structure 1s 
close-by, the yard owner can 
force the repair, or condemna- 
tion and removal of such fire- 
traps. 

Exposure is a common fire 
hazard. Retail lumbermen, 
however, face another hazard 
which is almost unique. Just 
as the location of the yard de- 
termines the type and degree 
of the hazard of the exposure, 
so is location responsible for 
the danger resulting from fires 
caused by vagrants and mis- 
creants. The “jungle” fire of 
the tramp or hobo causes many 
destructive fires. The imprat- 
ticability of watch service for 
smaller yards is evident, al- 
though it is a worthwhile in- 
vestment for large yards. 
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EVERYTHING HINGES ON HAGER /“ 
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C. Hager & Sons Hinge Mfg. Co. + St. Louis, Mo. 
Founded 1849—Every Hager Hinge Swings on 100 Years of Experience 
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This is 
FLINTKOTE 
STRI-TEX 


the latest, greatest 
development in 
Flintkote 
Asbestos-Cement 
Sidings 


...one of the popular 
fast-selling 


Flintkote 
Building Materials 


ea 


00d no more! 


Write The Flintkote Company, 
30 Rockefeller Plaza, New York 20, N. Y. 
for details. 








ware wow Oe 





ph Lab roms pA ih i 




















NO SMOKING SIGNS should be posted 
in conspicuous places. Provide metal 
containers for approved smoking 
areas. 


Proper fencing will discourage 
most unwanted visitors. 

Efficient fire prevention re- 
duces the possibility of fire. Un- 
fortunately, it can not stop fire 
once it starts. That’s why fire 
protective equipment and a 
workable plan of action are so 
important. Fire grows to eight 
times its original size in the 
first minute. A few minutes 
may mean the difference be- 
tween a harmless blaze quickly 
extinguished, and a roaring in- 
ferno that destroys an entire 
yard. 

Provide Underwriters ap- 
proved chemical type extin- 
guishers for every 2,500 square 
feet of building floor space. 
Place them where they are 
readily accessible. Instruct em- 
ployes in their use: clean and 
inspect regularly. 

Fire barrels and_ buckets 
should be provided in the yard 
area. The buckets should be 
conical, two to each barrel. 
Check barrels periodically for 
water content in summer, and 
to guard against heavy freezing 
In winter. (Some city ordi- 
nances prohibit barrel type fire 
protection since the water pro- 
vides a breeding place for the 
anopheles mosquito. If you’re 
In the city limits, check with 
the city fathers, or your at- 
torney.) 


Employe Cooperation 
Important 


In the southwest, many retail 
lumbermen have installed the 
recently developed Bean fog 
pump, an efficient, portable fire 
Protection unit. The pump 
sucks water from an ordinary 

gallon barrel and delivers a 
og under 600 pounds pressure. 

f your yard is in the public 
fe protection zone of your 
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city, make certain that free 
lanes exist to provide imme- 
diate and easy access to hy- 
drants. 

Fire prevention and fire pro- 
tection are everybody’s busi- 
ness. The retail lumberman can 
accomplish little by working 
alone. Successful, profitable fire 
prevention results from em- 
ploye cooperation. Ask your 
foreman and your manager to 


read this article. Work together 
in fire prevention as you do in 
the other phases of your, busi- 
ness. 

Fire is the “Red Menace” 
which threatens your business. 
As in the arena of international 
politics where another “Red 
Menace” threatens our way of 
life, victory depends upon eter- 
nal vigilance and active re- 
sistance. 


THORNTON ESTES, president of the company, demonstrates the pressure pro- 
vided by the company’s 75-foot high water tower. 


Good Fire Protection 


In This Yard 


A tip on fire prevention with 
tangible rewards .through re- 
duced fire insurance rates can 
be obtained by a visit with 
Thornton Estes, president of 
the Estes Lumber Co., Birming- 
ham, Ala. 

Thornton Estes has an auto- 
matic sprinkler system in each 
of his buildings—and also at 
lower levels, inside the bins 
themselves. This is in addition 
to the fire walls and doors that 
ean block off his millworking 
building and confine a fire to 
one section only. 

The Estes Lumber Company 
is out near the edge of town. 
There are three city water plugs 
beside his yard, but Thornton 
Estes has developed his own 
water system. He has five fire- 
plugs and hose reels all at- 
tached and ready around the 


plant. To assure pressure and 
water, he has constructed a 75,- 
000 gallon water tank, 75 feet 
high, which feeds the five fire- 
plug houses. There are, also, 
both water buckets or water 
pumps, and fire extinguishers 
at every door of the warehouse 
and millwork building. 

These carefully planned fire- 
fighting units—the men are all 
trained to use the equipment 
and have stations to operate in 
case of fire—pay off. 

Says Thornton Estes, “My 
fire insurance rates would be 
many times higher without this 
complete installation.” In these 
days when plant improvements 
can well be made to balance 
profit, preservation of stock 
from fire hazards can be ad- 
vantageous from every money 
angle. 
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BIG OPEN FRONT, and parking space for 100 cars, are features of new Herrman Lumber Co., Springfield, Mo. 








I : BULLBERS SARB@ARE 





Ts 
TOOL DEPARTMENT and builders’ hardware section IMPULSE MERCHANDISE is found on the many store 
are lighted by concealed fluorescent bulbs. islands. Each island has inventory space below. Islands 


are 60” long, 30” wide and 24” high. 


New Store Sells itself Increased feminine traffic i 


merely one of several benefits 

to accrue to the Missouri con- 

. cern since making the move last 

In Springfield, Mo., Jess Herrman’s smart _ spring to the modern, enlarged, 


3 _ tlyi ] ion. rdware 
merchandising layout, backed by a strong advertising nq paint a oe 


program, iS paying off. creased more than $5,000 in the 
’ new retail outlet. 


A housewife attired in slacks park a half-block or more Ample Perning 


drove up to the front of the away,” said Jess E. Herrman, Set back 100 feet from 4 
new, smartly-styled Herrman president of the Missouri com- well-traveled highway, with 
Lumber Company store in pany. “Housewives can park parking accommodations for 
Springfield, Mo., walked inside, close to the front of our new more than 100 cars, the loca- 


bought a can of paint, and suburban setup. They know tion of the 140x60-foot retail 
quickly returned to the car they can find many of their store is a natural for attracting 


where her baby was sleeping. home needs here. Moreover, business of three buying groups 

“Our sales to women have they can leave their children —suburbanites who reside in 
climbed noticeably since we in the cars, and keep an eye on the nearby fast-growing resi- 
moved from a downtown loca- them through our big win- dential section, farmers and 
tion, where motorists had to dows.” contractors. 
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GENERAL OFFICE is located at the rear of the store 
where a complete line of garden equipment is found. 


The store has broad selec- 
tions of builders’ hardware, 
paints, tools, building supplies 
and a home-planning service. 
In addition, there are spacious, 
modern warehouse facilities 
and a lumber shed 320 feet 
long. 


Five Offices in Retail Area 


A 16x60-foot area in the re- 
tail department is composed of 
five offices, three of which are 
paneled in mahogany plywood 
with a rubbed varnish finish. 
The 16x16-foot executives’ of- 
fice is finished in gypsum wall- 
board with recessed edge joints. 

An attractive 6x10-foot, 
knotty-pine combination cloak- 
room and office-supply alcove, 
leads off the offices. A hallway 
opens off the retail store, leads 
into the yard and provides ex- 
tra display space for surplus 
stock. 

A 30x175-foot warehouse and 
4-truck garage is connected 
with the main building. This 
spacious addition houses fast- 
moving surplus stock, includ- 
ing 45 pockets for nails, each 
holding 125-150 pounds of 
nails, a cut screen wire count- 
er, ete. 


Racks Used for Storage 


Suspended from the ware- 
house ceiling are 3x4-foot racks 
Which form storage units for 
Insulation wool, etc. Three 
overhead doors provide facili- 
ties for loading trucks from the 
dock. Warehouse lighting sys- 
tem is equipped with 2-way 
switches. 
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“Our orderly warehouse 
serves aS a secondary sales 
quarters,” pointed out Mr. 
Herrman. “We still like the 
old-fashioned type of selling 
which entails encouraging the 
customer to get into the yard 
and sit on a pile of lumber to 
get him into the mood to buy.” 

A hub of the yard operation 
is the 12x16-foot yard office fit- 
ted with handy storage com- 
partments for yard tools, em- 
ployes’ lunch pails and mer- 
chandise. Other facilities in- 
clude a 24x24-foot warehouse 
for cement and another ware- 
house for asbestos siding, roof- 
ing, plywood, sheathing, oak 
flooring, etc. 


Warehouse Finished in Coping 


The warehouse exterior is 
vertical siding, made of 2x10’s, 
spaced four inches apart, with 
1x6 backing, which results in a 
shadow-like effect. The build- 
ing is finished in coping, which 
gives an impression of massive- 
ness. The front of the retail 
store is covered with brick ve- 
neer. 

The 60-foot all-vision front 
is recessed and has a 4-foot can- 
opy in which overhead light- 
ing fixtures are concealed. 

Running along the inside of 
the building is a nine-inch iden- 
tification headboard on which 
striated redwood, six-inch cut- 
out lettering identifies the vari- 
ous departments. Wall area 
above this strip is finished in 
six, eight, ten and twelve-inch 
knotty- pine panels. Immedi- 
ately below the identification 


HOME PLANNING CENTER 
Oy 





— 


PLANNING CENTER adjoins a conference room for con- 
tractors and customers. Racks hold a wide variety of 
books and pamphlets for new-home prospects. 


board, 12-inch V-joint 
pine is used. 


white 


Home Planning Center 


The home planning center 
centers around a 338x39-inch 
framed shadowbox in which en- 
larged posters of model homes 
are inserted. Home planners 
have the use of a spacious office 
just off the planning center for 
conferences. 

“Our planning service has 
the primary objective of creat- 
ing interest in building and giv- 
ing down-to-earth help to the 
general public and _ contrac- 
tors,’ Mr. Herrman explained. 
“We not only help these indi- 
viduals with problems, but help 
them find hard-to-come-by 
merchandise.” 


Garden Tools on Platform Unit 


Garden tools are displayed ° 
on a recessed platform unit. Is- 
land display tables, 24 inches 
high, 30 inches wide, and 60 
inches long, made of | light 
birch, contain builders’ hard- 
ware. These open-type dis- 
plays have stepped up impulse 
purchases considerably. a 14- 
foot service counter is a focal 
traffic point. 

Built in three sections, the 
builders’ hardware department 
adjoins the carpenters’ tool de- 
partment. A total of 40 feet 
of wall shelving combined with 
two birch island units is devot- 
ed to paints and allied prod- 
ucts. 

Three eye-catching outdoor 
signs, one across the highway 
from the building, another ac- 
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ross the front, and a third atop 
the warehouse facing the park- 
ing lot traffic, bear the compa- 
ny’s signature cut against vivid 
red backgrounds. 

Newspaper advertising gives 
the best results. A full-page ad 
drew 2,500 people to the grand 
opening. Radio entertainment 
and drawings for over 70 prizes 
helped draw crowds. 

The advertising program in- 
cludes the “House of the Month 
Promotion” and the annual 
three-week “Appreciation 
Sale.” 

“We use the House of the 
Month idea,” Mr. Herrman ex- 
plained, “to show that we are 
prepared to help with both ma- 
terials and services. 

One House Featured Each 
Month 


“We feature one house each 
month, with miniature floor 
plans. Copy includes three or 
four special items at real sav- 
ings. 

“During the Anniversary Sale 
we feature about 100 items in 
sale ads at discounts running 
from 10 to 25 percent. For in- 
stance: composition roofing 
priced at one dollar per square 
















LET HERRMANS HELP YOU | 
PLAN YOUR NEW HOME 


or 
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ixrenion || WINDOW || Tuck pon 
SLAB UNITS ||SHINGLES 

DOORS Completely @ eather 4 ariety 


Striped and set up 


510" $4575 567). 



































SAMPLE NEWSPAPER AD features 
“House of the Month” and always 
includes several items at real savings. 


? 


foot under the normal price. 

Direct mail is sent to 4,000 
name list of customers of the 
four yards at Clinton, Joplin 
and Springfield, Missouri, and 
Fort Scott, Ark. 


Regular Training Programs 


Everyone’ receives’ regular 
training, from truck drivers to 
store manager. Jess Herrman 
thinks truck drivers should re. 
ceive especially careful atten. 
tion since they are the concern’s 
everyday contact with the pub. 
lic. Visual education aids are 
employed in showing employes 
how to approach a customer 
and how to demonstrate prod- 
ucts. 

Monthly meetings for mana- 
gers of the four yards, cover 
credit policy, collection meth- 
ods, merchandising hints and 
similar subjects. 

The Herrman Lumber Com- 
pany is a partnership between 
J. E. Herrman, his wife and 
daughter. Established at Ap.- 
pleton City, Mo., in 1917 as the 
Forrest Park Lumber Company 
by C. E. Herrman, father of 
the present owner, the con- 
pany is becoming one of south- 
west Missouri’s leading opera- 
tions. 

The new store was designed 
by Mr. Herrman and Charles 
Edward, Springfield contrac- 
tor. 




















ROSBORO FLOORING 





ROSBORO LUMBER CO. 


Springfield, Oregon 


Vertical grain durable 
Douglas Fir and West 
Coast Hemlock. Kiln 
dried. Precision ma- 
chined. Reliably graded. 
So good we put our name 
on every piece. Make the 
name Rosboro your guide 
in buying all Douglas Fir 
and West Coast Hemlock | 
items. 





———— 
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There’s more for your money 
in this interlocked, interwoven, 
fully ventilated wood core 


Do you judge construction with construction or compare price 
with price, overlooking the age-old maxim that you get only what 
you pay for? 

Buying on a price basis, being willing to put up with unproved 
doors that are ill-conceived and poorly built may help you undersell 
competition — but it will lead later to recriminations and replace- 
ments. You sell genuine economy to your trade when you push the 
idea that the one best way to lower costs is to be certain that the 
FIRST COST IS THE LAST COST. 

That proposition is unconditionally guaranteed in Paine Rezo 
doors — the originally patented hollow-core door time-proved since 
1935 by over five million installations from coast to coast. No other 
manufacturer can point to such a record of service to the building 
industry, nor to any other door that provides an equal degree of 
guaranteed satisfaction in performance. 


Write for a factual, well-illustrated data bulletin. 


Manufactured by the 


Literally, you can see the strength 
of the Paine Rezo door — lighter 
than any door of its strength; 
stronger than any door of its 
weight. Chain ventilating channels 
to each cell absorb or discharge 
humidity uniformly; and the inter- 
locked, cross-banded wood strips 
check any tendency to warp. 











MVE LUMBER C0., Lo. 


{ ESTABLISHED 1853 
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SAFETY SAVES! 


Last in a series of cartoon drawings emphasizing safety. 


Courtesy Clark Equipment Co., Battle Creek, Mich. 





DON’T USE AS A PERSONNEL 
ELEVATOR UNLESS 


. you have a safety platform securely 
attached to the forks. 













GOTTA MATCH? WELL KEEP IT 
IN YOUR POCKET 
. even with Protecto-Seal filler cops 
don't take chances with open flames 
Use safety light when checking your. 
truck 












DON’T FAIL TO MAKE OUT AN ACCIDENT REPORT 
. report all accidents to persons or property 
to the foreman or supervisor — never try 






a hit-and-run “‘play"’. 
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OPERATE AT SAFE SPEEDS 


. .. flying starts, screeching stops, crazy speeds 
cause early removal of the nut behind the wheel. 


GO SLOW AROUND CURVES 
... Many a man has struck out 
on a fast curve, 


BRAKE TO FULL STOP BEFORE CHANGING DIRECTION 
. conventional gears can't turn in two directions 
at the same time. Stop before shifting. 


WATCH FOR UNSTABLE LOADS AND STACKS 
... Fix or report them right away; a teetering tier 
menaces life, limb and the pursuit of happiness. 


INSPECT FLOORS OF BOXCARS AND TRUCKS CAREFULLY 
. report bad floors at once; 
you and your truck will last longer. 


NEVER FOOL WITH FUEL 


. . stop engine before filling the fuel tank, 
wash away spilled oil or gasoline, replace 
gas cap before starting engine. 


NEVER TOW FREIGHT CARS 


. .. fork-trucks are made to lift and carry, not to tow. 


STOP, LOOK AND LISTEN AT RAILROAD TRACKS 
. . cross them diagonally to reduce jar to machine 
and load. Park at least eight feet from tracks. 


KEEP LOAD AGAINST CARRIAGE 
... tilting back the upright steadies 
the load when in motion. 


SPREAD FORKS TO SUIT LOAD WIDTH 
... keep the load well-balanced laterally; 
forks too close together cause ‘'tippy’’ loads. 


LOWER LOADS SLOWLY — STOP THEM GRADUALLY 


. avoid severe strains on the hydraulic system; 
your truck will last longer. 


DON’T LIFT OR LOWER LOADS WHILE TRAVELING 


... travel with loads about six inches 
above the floor. 


BLOCK WHEELS AND SET BRAKES OF HIGHWAY 
TRUCK OR TRAILER WHEN LOADING 

OR UNLOADING 

... the carrier that goes A.W.O.L. 

can leave you and your 

perch in the lurch. 


BLOCK AND BRAKE, DON'T SHOCK AND BREAK 
... don't park on a ramp or slope unless absolutely 
necessary — and then set parking brake and block wheels. 


BEFORE LEAVING YOUR TRUCK 
... be sure brakes are set and holding. 


REMEMBER — ALWAYS REMEMBER — THIS: 
ONLY FOOLS BREAK SAFETY RULES 


October 6, 1951, AMERICAN LUMBERMAN © 

















For Builders Who Want To Put Sales Appeal In Their Homes 
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More and more the trend is toward convenience, 
toward time and work-saving devices that add plea- 
sure to living .. . yes, that add sales appeal to homes! 

The Etling Window brings a startling change to the L 


American home scene . . . combines beauty and 
durability with efficiency! No need for ladders or sitting AVAILABLE IN ALL SIZES 


on sills to wash outside glass areas . . . nothing to re- Choose from these styles 


move ... nothing to carry .. . Etling Windows swing 
all the way in for utmost ease of cleaning! When 


closed, both sash glide up or down just as in ordinary 
windows. They even lock themselves! 
























































































































CONVENIENCE FOR = BE if “| 
THE BUILDER TOO! tend > g (I 
WLI eg A PACKAGED UNIT 
Etling Windows are de- | =>) | sa Primed, factory s 
livered carton-packed, |) __Y || tested, reinforced wie a 
— = 228 Pee tcing and crated or se 


primed at factory, squared c= j 
and tested. By actual count, 
five Etling Windows can be 


installed in one hour! Paint only when ready For complete int 
a in 
to finish overall. oe specifications, cago” catalog 
QWiries to: 6 @ddress all in. 






Etling picture windows have stationary center sections 
and are flanked on both sides by inswinging sash. 
Complete glass area easily reached from inside. All 
Etling units manufactured in a complete range of sizes 
and styles, and available through accredited retail 
lumber dealers. Write for complete details. 






The ETLIN : 
Department pd Window 
Barberton, Ohio 









Dear Sirs: 


Please 5 
i end me ‘ 
cerning Etling Windows Pete information con 






Name _. 







Address 





City & State. om 
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DIRECTIONAL POINTERS are used at 60 different places 
around the city. These will be reflectorized for night 
visibility. . 


THIS IS ONE OF SIX giant billboards maintained by 


Advertising According to Plan 


Tests by Illinois firm show newspaper ads 
bring best results, but other media are not neglected. 


Newspaperreaders in 
Quincy, Ill., can’t help notice 


the ads run by Middendorf’s, 


Inc. 

Seven days a week the year 
round, a two-inch one-column 
circle trademark is carried im- 
mediately following the Ques- 
tions and Answer section on the 
comic’s page in the Quincy 
Herald-Whig (circulation 34,- 
000). 

Middendorf’s “Sudden Serv- 
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ice” and the telephone number 
1100 are impressed upon news- 
paper readers through these 
daily two-inch reproductions of 
the firm’s trademark, with the 
slogan “Quincy’s Leading Lum- 
ber Dealer.” 


Several Ads Each Week 


Display ads appear on Sun- 
days, Mondays, Tuesdays, and 
Wednesdays. Twelve full-page 











EACH MIDDENDORF TRUCK tells a complete story of 
the firm’s services. 


ads each year are also run, 
costing roughly $200 when run 
in black or $250 when run in 
color. Sunday ads appear in 
the special home builders’ sec- 
tion of the Sunday newspaper. 
Directed to consumers, cor- 
tractors, and farmers, these 
ads feature specific products 
and nearly always quote regu- 
lar prices. 


“Full page ads are relatively 
new with us,” said Frank Mid- 
dendorf, “but to secure maxi- 
mum reader interest we found 
it necessary to either take 4 
full page or at least to domi- 
nate the page. Therefore, all of 
our ads are good sized with 
ample white space. People 
don’t have to look for our ads. 


“We believe in slogans and 
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U0 Handle a 
Voriety —r Jobs , 
on a Single, Lower 2 


Investment 


* 
THESE 14 TRACTO-SHOVEL 
ATTACHMENTS CAN BE 
INTERCHANGED IN BUT 
A FEW MINUTES 


©@ 1 cu. yd. Standard Bucket 
© % cu. yd. Narrow Bucket 


© 2 cu. yd. Light Materials 
Bucket 


© 1 cu. yd. Rock Bucket 

® Teeth For All Buckets 

. Heavy-duty Bulldozer Blade 
eo ®@ Heavy-duty Angledozer 






Bs 


“Ee 





USE THE ALLIS-CHALMERS HD-5G 
AND TRACTO-SHOVEL 
INTERCHANGEABLE ATTACHMENTS* 








Blade 
rare © Lift Fork (4,000 Ib. 
a lifting capacity) 

a8 You can lift lumber and carry it THE MOST ADVANCED TRACTOR IN ITS POWER CLASS : pos — >. 
over rough or muddy ground, stock-_— e Big work capacity, with big tractor design, balance © V-type Snowplow 
pile and load bulk or solid mate- and stamina. ie P 
rials, feed hoppers and loaders, © 11,250 Ib. of properly balanced weight. © Trench Hoe 
maintain roads and yards, cut costs ® 40.26 drawbar hp., 50.25 on belt. * Drag Bucket 
on a wide variety of jobs — all with  ® Smooth 2-cycle diesel power. * Tine Fork 
this standard machine and one or ® Easier steering and shifting with full visibility, con- © Rock Fork 
more specially designed attach- venient controls. Cushioned seat and wide arm rests. The usefulness of the HD-5 


Simplified servicing throughout. 


Extended lubrication periods — 1,000 hours for 
truck wheels, idlers, support rollers. 


ments. Start now to stretch your 


Tractor is further widened by 
budget . . . investigate. 


other allied equipment: can- 
opies, winches, log carts, 2- 
wheel scrapers, rippers, roll- 


a Write for literature — or sleet es 
see your Allis-Chalmers dealer. 
T 


RACTOR DIVISION — MILWAUKEE 1, U.S.A. 
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MADE OF CLEAR, PONDEROSA PINE @ REDUCES 
SAVES TIME — KEEPS STOCKS CLEAN! COST 
Trim-Kit is the latest devel t in wind 
run, and rualiseom i pained cay * ELIMINATES 
yun to make it adaptable to all types of archi- WASTE 
n in tecture. It's accurately and smoothly ma- —e" 
r in chined. It's packaged for easy handling jobber. Trim- 
sec- and inventory. Keeps it always bright 7 9 Sort na 
per. and clean. 5 ¢ aes jobbers 
Paced Investigate today. Discover how wat; OX 
Trim-Kit hel fit pic- <N 
a | ia " wel i neue ——_ 
regu- 
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Firpine's Products In- 



















. clude: inside door jambs, 
ively standard lineal mouldings, 
Mid- wite,.° cut-stock, furniture dimension, 
naxi- and other special items plus whole- 
nd sale service in practically everything 
me a cs * in Western Softwoods. 
lomi- 7 
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YOU WIN! 


ON THIS CHECKERBOARD OF QUALITY KITCHEN CABINETS ... 
.. AT MONEY SAVING PRICES .. 





KITCHEN MAID CABINETS 


Planned for better living 


Reguer Special for 


JUNE aly 
wen teen Gens tot saz10 = $34.60 
ce ee 38.10 31.28 
| wat cabinet W.2220-6 ign 42.70 34.16 
ane Gansnee 8146-6 Lert 48.60 38.88 
Sink Frost 5F-42 1a. Center 27.90 22.32 
Base Cabinet 024-6 Magar 48.60 38.88 


KITCHEN work is fun in @ well planned, well equipped mod- 
ern kitchen. The tiresome tasks, the endless steps, the 
drudgery of meal preparation and clean-up, become pleas- 
e 


int adventures in today's efficient kitchen. 





But Such a Kitchen Doesn't Just Happen! 


It is the result of combining your specific needs and your pet 
ideas, with the specialized knowledge of people long experi- 


enced in planning and building kitchens 


Consult Us Today On Remodeling Your Kitchen! 


ANY SIZE KITCHEN off regular price 
MAID CABINET 20% for JUNE only! 








Wall Cabinet Corner Unit No. WC-3324-6 


$43.44 


Reguler price $54.30 
Specie! for JUNE only 





He, 1215-615 in. wide 
Me © 1218410 Ie wide 


He W907) 42 In, wee 





He W 2006-426 in, wide 






































=| Kitchen Maid “oe 
| = Enamel 
The plen for your KITCHEN MAID KITCHEN $6.75 Gallon 
ia” Will be developed to meet your individual requirements MARLITE WALL PANELS 
Lot Kitchen Maid Be Your Kitchen Aid tig Meroe Sec $2.25 6.0: Mee as 
SINK UNITS ~ nol oon He. 50 16-446 In. wide $106.30 $85.04 yo Kegular price 46! 3c oq. ft 
Be 90-64-6461. wien $ 96.50 $77.20 He. 80-12-4—11 In. wide 115.10 92.08 JUNE only 20% off ( Special for JUNE only .... 20% off 
He, 10-60-4—46 le. wide 182.20 $1.76 Hs, 10-46-444 in. wide 127.50 102.00 Best quality BRUSHES at money. [== Velvetex Grade 
Dome not menade Lop er sink san nat inctude tap or eink saving prices Regular price 36c aq. ft 
Special for JUNE only 20% off 
Lae Doe "GET ASK 
\" oe THE 
, | FOR 
y| JOB 
“a FREE 
E ie DONE , 
| Windows IN IDDENDORF BOOKLET SCREENS AND 
, is PITY. INCORPORATED “KITCHEN on 
Windows ‘light horizontal 59 stock sizes of Screens 
2elight | — ONE" HINTS pte $3.69 s 
sumvamin | $4.92, by ot by euanaaantn 
Sash 
$3.72 up t. 3rd and DELAWARE KITCHEN MAID” non $3.72 
irom ° up o 

















PLENTY OF WHITE SPACE is used with Middendortf’s display ads. Each item 


is illustrated and price is featured, too. 


trademarks,” continued Mr. 
Middendorf. “This year we 
feature the slogan ‘Get the job 
done in ’51.’ Company trade- 
marks set off all printed ad- 
vertising, trucks, stationery and 
plan books.” 

Newspaper advertising is in 
charge of Miss Berta Rees, who 
completed a course in adver- 
tising with the International 
Correspondence Schools. Em- 
ployes may choose any course 
offered by the International 
Correspondence Schools. Upon 
graduation the employe re- 
ceives not only his tuition fee 
but a 10% bonus. Courses can 
be purchased at list price on a 
time-payment plan or _ pur- 
chased outright at list price 
less 10% cash discount. There- 
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fore, employes paying cash for 
their tuition can realize a bonus 
of 20° upon completion of 
their course. 


Direct Mail Schedule 


Some direct-by-mail adver- 
tising is used, most of which is 
run on Middendorf’s new mim- 
eographing machine. This is 
sent out monthly to some 500 
accounts, and is printed on 
814 x 11 letterhead size sheets. 
Two mailings are made each 
month. 

Middendorf billboards are 
erected on six different high- 
ways. They are painted in 
orange and black and bear the 
firm’s name as well as direc- 
tional signs. Six larger bill- 


boards and sixty 12-foot long 
arrow signs erected on steg| 
pipe set in concrete are maip. 
tained on the various high. 
ways, pointing the way to Mid. 
dendorf’s. These signs will be 
reflectorized for night advertis. 
ing. All billboards and arrow 
signs are repainted every other 
year. 

“We have increased our ad. 
vertising appropriations stead. 
ily during the past 15 years 
in order to maintain a high 
volume of business,” says 
Frank Middendorf, secretary. 
treasurer. 


Definite Advertising 
Appropriation 

The advertising appropria- 
tion is based on 2% of sales, 
The firm’s advertising budget 
of approximately $25,000 is 
broken down as follows: 


Newspaper .......... 50% 
Direct by mail....... 20% 
a 5% 
iy 2) ae 5% 
ae eee 10% 
Programs and tickets. 1% 
Miscellaneous ....... 9% 


Newspaper advertising has 
proved most effective, says Mr. 
Middendorf. For example, 
three different tests showed 
that inquiries cost 60c apiece 
through newspaper advertising 
and nearly four times that 
much through radio spot an- 
nouncements. 

Middendorf’s Incorporated, 
with an average personnel staff 
of 40 to 45, operate a retail 
lumber and building material 
yard in Quincy and a branch 
in Ursa, 12 miles to the north. 
Ted Middendorf is president; 
Wm. V. Appunh, vice-president 
and auditor; and Frank A. 
Middendorf, secretary-treas- 
urer. 


Give 
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for ALL Red Feather Series 
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GOLDBLATT MASON TOOLS 


QUICKER TURNOVER 
MORE PROFITS 
REPEAT CUSTOMERS 





Give YOU | 


FINEST QUALITY 
GREATER VALUE 
LONGER WEAR 


Give Your Customers 











BRICKLAYERS’ AND 
STONE MASONS’ JOINTERS 


PLASTERING 
TROWEL 





BRICK 
TROWEL 








SIDEWALK 
EDGER 





Send TODAY for 


FREE 


ILLUSTRATED 
CATALOG 


Write for your 1952 copy of 
Goldblatt’s illustrated cata- 
log describing the largest 
and most complete line of 
masonry tools and supplies. 


ATTRACTIVE 
DEALER DISCOUNTS 


Goldblatt sells direct 
to dealers, is there- 
fore able to offer 


especially attractive 


dealer discounts. 








Goldblatt Tool Company 


1924 Walnut Street 
KANSAS CITY 8, MISSOURI 


FIRST CHOICE OF THE TRADE FOR 65 YEARS 
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Switched 


to ARM-GLAZE 


Biggest sash mills in the country have licked their 


“putty problems,” and they SAVE MONEY by using 
Arm-Glaze, the E-L-A-S-T-I-C Glazing Compound. 


oO» It is perfectly smooth — can be applied fast. 


| It sets immediately. You can ship AT ONCE without 


risk of complaints and costly reconditioning. 


preferred by dealers everywhere. 


ce It stays E-L-A-S-T-I-C; won’t crack or crumble; pro- 


vides lasting protection for the user. 


Ey It gives you a BETTER finished product which is 


Try this vastly superior product! Act today on our 


FREE Trial Offer! E 


SAMPLE 


Test Arm-Glaze at our 





TYPICAL USERS OF Arm-Glaze \ 
Rockwell Mfg. Co... . 3!/2 years 
Chicago & Riverdale . .10 years 
Bosman & Casson .... 7 years 
E. A. Nord Co. .....3 years 
Pacific Mutual Door . . . 9 years 
Spokane Sash & Door .. 7 years 
Whittier Lumber ..... 5 years 
Owens-Parks Lumber . . . 4 years 
Norwood Sash & Door . . 4 years 


expense. Give it the 
**works.’’ See for your- 
self why so many mills 
now use Arm-Glaze ex- 
clusively. Write our 
nearest office for liberal- 


sized FREE sample. 





. 


COMPANY 


4065 So. LaSalle St. 
Chicago 


241 S. Post Ave. 
Detroit 
and Richmond, California 


2411 Swiss Ave. 
Dallas 
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Building a Stairway to the “‘Stars’”’ 


The four previous points in this 
series are discussed in the American 
Lumberman issues of September 8 
and 22. 





V INDUSTRIOUSNESS 
Initiative, as we have stated, 
is a highly desirable quality, 


yet there are people who 
are good starters but poor 
finishers. Industriousness is 


sustained initiative and effort. 
These are the two things most 
people hate worse than any- 
thing—hard thinking and hard 
work. Initiative involves not 
only planning your work but 
working your plan. Without it 
any success is mediocre and 
temporary. With it success is 
inevitably heightened. 
Industriousness is developing 
skill in performance. It is 
Paderewski practicing six hours 
per day for 40 years; it is long 
hours of: sustained effort and 
continuous thinking; it recog- 
nizes and courts, that sweet- 
heart of all true salesmen—the 
law of averages. 
Industriousness is thorough- 
ness and following through. It 
is more head work, more foot 
work and more heart work. It 
is making more productive 
calls, traveling more miles, dig- 
ging up more facts and build- 
ing better presentations. 
Industriousness in selling is 
recognition that sales work is 
essentially educational work— 
that selling is teaching. It uti- 
lizes the educational approach 
—first the education of the 
salesman then the education of 
the prospect; it is trial and 
error, curb stone conferences, 
skull practice, capitalizing on 
failures and continuous im- 
provement. 
Industriousness is keeping all 
the tools of selling sharp and 
ready for use. It involves im- 


116 


proving the salesman as well 
as the tools and techniques; it 
is service after the sale thus 
making repeat customers as 
well as sales; it is making both 
a science and an Art of Selling. 

Industriousness is the recog- 
nition that business today is a 
problem in infinite detail. In- 
dustriousness masters detail! It 
is forming the right work 
habits—habits that will permit 
no letdown in performance.. It 
involves the professional ap- 
proach—it seeks mastery of the 
job. Above all, it is the clear 
headed acceptance of responsi- 
bility to produce, regardless of 
obstacles, resistances or com- 
petition. 

Industriousness is the mark 
of a man slated for promotion. 
Charles Kettering put it this 
way, “I don’t want a man who 
has simply got a job. I want the 
man whom a job has got!” It 
is the knowledge that profit and 
proficiency have the same root 
and it continually seeks greater 
proficiency. It accepts unquali- 
fiedly nature’s law that we must 
work for what we get (the 
socialists to the contrary) and 
it believes in the law of com- 
pensation —the more indus- 
triousness the greater the re- 
turns. 

In an age when security and 
something for nothing is the 
goal of multitudes, the indus- 
trious man will reap even 
greater rewards for his indus- 
try. Industriousness, too, like 
the previous qualities we have 
discussed, can be fostered and 
expanded in the individual. 

We are now ready for a suc- 
cess formula which embraces 
all the ingredients of success- 
ful living. It is stated under 
industriousness because the fol- 
low through is as important as 
the principle. The seeker for 
above average success in life 
and living should be ready to 
accept this personal guide to 
life. It should be indelibly re- 
corded in his consciousness. 


My main purpose in life is 
the development of my mind, 
my personality, my character 
and my capacity for construc- 
tive output. This will earn me 
everything I want from life. 


If this principle is followed 
with industriousness, any prac- 
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tical goal for an _ individual 
may be reached. Here are a 
few techniques for the cultiva- 
tion and application of Indus. 
triousness: 

1—Improve the utilization of 
time. Weigh each waking hour 
and minute in terms of produc- 
tivity. 

2—Build more thorough 
presentations. Get better pre- 
sale information. Make it ex- 
tremely difficult if not impos- 
sible for a qualified prospect to 
turn you down. Successful pres- 
entations must be appealing, 
must be understood, must be 
convincing and must bring ac- 
tion. It takes industriousness 
to build that kind of presenta- 
tions. 

3—Study the logistics of the 
distribution of your product. 
Get the facts. Seek out un- 
necessary effort and waste and 
make suggestions to eliminate 
or minimize them. 

4—Analyze failures and lost 
sales. Record reasons and take 
corrective measures. 

5—Strive to aggressively out- 
sell competition. There is no 
better way to outsell him than 
to outwork him. 

6—Cultivate indispensability. 
While admitting no man is in- 
dispensable, some salesmen 
come so near it that manage- 
ment is willing to go a long 
way to keep them. 

7—Make work a passion. 
Hard work never hurt anyone 
as long as it was fun to do and 
successful in resuits. It is 
drudgery, worry, and frustra- 
tion that develop coronaries. 

8—Learn that in the final 
analysis there is no satisfaction 
like hard work for those that 
we love and for the goals that 
are closest to our hearts. 

To pyramid and multiply the 
results of industriousness one 
needs another attribute “In- 
genuity.” 
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How to turn a Headache into Money... 
with “cher Day PACKAGED TRIM 


How can you make any money on small trim orders? 


CUT 5 OPERATIONS TO 1 

Packaged John Day door and window trim cuts out any run- 
ning around. It eliminates cutting stools, aprons, stops, and 
mullion, head and side casings for a couple of openings. 


Every package is complete. You sell a wrapped, ready-to-sell 
unit, instead of pieces. 


That helps contractors, too. There’s no sorting, no hunting for 
parts when an easy-to-handle John Day package is dropped 
at each door and window opening. 


Stays Clean e No Waste e Smooth, Even Grain e Cuts Deco- 
rating Costs e Kiln Dried, Superior Grade “A” Ponderosa Pine 


Write for the name of your John Day distributor today. 


. « « Modern Plant 
. . . Skilled Workmen 
PRODUCE FINE MOULDINGS 


This efficient plant, equipped with the 
latest and best wood-working machinery, 
and staffed by an experienced crew with 
real pride of craftsmanship, takes one of 
nature's finest rough lumbers—Ponderosa 
Pine—and makes it into mouldings which 
you can sell with profit and pleasure. 
When your moulding needs are exact and 
varied, depend on “Ponderosa Madera." 


Satisfied customers send _re- 

¥; peat orders because our Pon- 

N derosa Pine products are 

always as good — or better — 
than represented. 


-_ 
St = 
- 64 NS 

2 


as, - THE MADERA 
qf “3g COMPANY 


I" 500 East 10th St. El Paso, Texas 











VI INGENUITY 

Ingenuity is not only a major 
contribution to successful sell- 
ing, but to a large measure 
controls the extent of success. 
Ingenuity is resourcefulness, 
adaptability, inventiveness and 
flexibility of mind. It is said 
“that man is most original who 
adapts from the most sources.” 

Like a clever boxer, the in- 
genious salesman rolls with the 
punches that would knock out 
a lesser man. He can scent a 
difficult sale a long way off 
and he prepares accordingly. 
He is seldom caught napping. 

Ingenuity requires creative 
imagination. Creative thinking 
is imagineering. It is hard 
work. Emerson said something 
to the effect that “there are no 
extremes to which the human 
mind will not go to avoid cre- 
ative thinking.” Someone else 
said, “Thought is to a dummy 
what pain is to the tummy.” 

The superior salesman prac- 
tices imagineering. That is a 
term applied to practical day- 
dreaming. He not only has 
fresh ideas but he has the re- 
sourcefulness to put them to 
practical use. When a new idea 
is proposed he always thinks 
of how it can be done instead 
of why he can’t do it! 

Napoleon said “Imagination 
rules the world.” Don’t be 
afraid to dream big dreams. 
Let your imagination soar. Get 
a reputation for being a man 
of ideas, but be sure they say 
about you “He has vision with- 
out being visionary.” Judgment 
turns imagination into prac- 
tical ingenuity. 

The resourceful man is a 
cross-breeder of ideas. He is 
constantly studying the litera- 
ture (including the advertise- 
ments) of his own and competi- 
tive industries. Where he finds 
ideas that are adaptable to his 
problems he makes use of them. 
One of his guide posts is the 
little verse: 

I found six able serving men 
They taught me all I knew 
Their names were How 

Why and When 
And What and Where and 

Who? 

Ingenuity is frequently 
grounded in experience. Older 
men of a creative turn of mind 
should be more resourceful be- 
cause they have had more and 
wider experience. Younger men 
will study and emulate the in- 
genious minds they encounter 


and 
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personally or in their reading. 
(The reading of a magazine like 
Popular Mechanics is stimulat- 
ing to an inventive mind.) 

The resourceful mind 
translate an abstraction into 
something definite and _ con- 
crete. For example, a salesman 
given the opportunity to ex- 
tend consumer credit will work 
it out into a sound monthly 
payment deal. (One ingenious 
salesman tried four times until 
at last he set up a deal satis- 
factory to a finance company.) 

Ingenuity means the ability 
to adjust oneself to the unex- 
pected. Tact is ingenuity. Tact 
is the smooth way out of awk- 


will 


_ward situations. It steers clear 


of the irrelevant and antago- 
nistic. It avoids offense. It is 
doing and saying the right 
thing at the right time. Ingenu- 
ity is showmanship. It is the 
ability to present a proposition 
with a flair for the dramatic, 
a new, different and challeng- 
ing approach to a familiar sale. 

It is selling the sizzle as well 
as the steak. It is selling 
flowers as well as seeds... It is 
appealing to all the senses. In 
a difficult sale it is well to as- 
sume the prospect hasn’t heard 
you and then make him see and 
feel and touch the product— 
taste its benefits and smell its 
“nerfume”! It is painting word 
pictures in color! 

Ingenuity is sometimes just 
silence! It is said that there is 
no real substitute for brains— 
but silence does pretty well 
sometimes. Be a good listener. 
You’ll be more popular and 
eventually you’ll pick up some- 
thing of value too! 

Adaptability is the develop- 
ment of new strategies, tactics, 
and procedures when they are 
needed. The sensitivity to the 
buyer’s needs, wants, moods, 
willingness and ability to buy. 
It is getting at the real reason 
for not buying. It is uncover- 
ing the real problems that lie 
underneath the apparent one. 
It is alertness, awareness and 
the ability to read the pros- 
pect’s thoughts—to feel his 
emotions. 

Above all, superiority and re- 
sourcefulness will create sales. 
The creative salesman induces 
an appetite to buy when the 
prospect isn’t hungry. 

The classic economists are 
proved wrong by today’s mar- 
keting conditions. They have 
held that nature is niggardly in 


providing for the wants of man 
and that, therefore, anything 
produced will be purchased, 
That might be correct for a 
backward population but it 
doesn’t hold true in the face 
of American production. 

Four elements enter into to- 
day’s consumption—the need to 
buy, the want to buy, the will- 
ingness to buy and the ability 
to buy. Needs alone would ab- 
sorb about half of American 
production. The balance must 
be sold creatively. Ingenious 
salesmen must create the want 
and the willingness to buy. 
That is why the opportunity 
for success in selling is un- 
limited. 

Here are 15 ways to develop 
and use ingenuity in selling: 

1—F ind the better way to do 
things. Nothing has to be the 
way it is! There is nothing in 
existence that cannot be im- 
proved. To the man with initia- 
tive there is no greater joy in 
life than to develop an im- 
proved strategy, tactic or pro- 
cedure. 

2—Bring a pair of fresh eyes 
to the problems you encounter. 
Apply the tests of efficiency (a) 
Is the action being performed 
necessary? (b) Is it being done 
in the easiest, quickest and best 
way? Much of American prog- 
ress has been had in the asking 
and answering of those ques- 
tions. 

3—Strive to break existing 
records. Every world’s record 
that has been hung up in the 
history of human achievement 
has been broken except the last 
one. You won’t have to go be- 
yond the confines of your job 
to find records that can be 
broken. 

4—Develop aninsatiable 
curiosity concerning everything 
about your work. Be a recorder. 
(One such salesman developed 
the answers to every possible 
objection to his proposition. 
Then he listed the objections 
on one side of cards and the 
answers on the other. When 
he called on the prospect he 
merchandised his ability to an- 
swer any question and he not 
only made more sales but he 
saved time on nearly every 
sale.) 

5—Build sales higher, wider 
and thicker. Higher through 
better quality, wider through 
related items and thicker 
through greater quantity. 

(continued on page 156) 
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g Paint, 
MBrueh 


\ V hen a customer asks for 


a brush as she would for a pound of split peas, 
it sort of leaves it up to you! Because when you know 
she’s going to give that brush some rough treatment .. . 
and is going to expect a first-class job... you have to 
earn her confidence! 









14,000 and more dealers who value the confidence of 
their customers are handling the Super- 
kleen Brush line. They’ve learned 
that one of the surest ways to build 
repeat business is to offer the cus- 
tomer a brush that sells itself on 
performance. 






It all adds up to this: 


Brush for brush, nylon or bristle, big 
or little, there’s no other brush 
line that so justifies your cus- 
tomers’ faith in you, as the 
Superkleen Line. 










14,000 DEALERS 
recommend Superkleen 
Brushes unreservedly 





Devo ‘ 

ater to their customers. 

Company, Are you pt 
Inc., i 

Princeton, 

Indiana 


‘Reg. U.S. Pat. Of. 


Job-Tested BRUSHES 
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GFRANTZ 
No. 80 GARAGE 


HARDWARE 


AMERICA’S MOST POPULAR SET 
OF OVERHEAD DOOR EQUIPMENT 











ATTY 


ij 
ween 


j 
Lids 








USE THIS VERSATILE HARDWARE WITH 
CUSTOM OR MILL-MADE GARAGE DOORS 


Equally “at home” on carpenter-built or mill-made 
doors, Frantz No. 80 Series* overhead garage door 
hardware will lift any door weighing up to 150 lbs. 
—is a favorite with architect and contractor alike. 
Features (shown at right) include: (1) Automatic 
opener, (2) Powerful spring 
which does all the lifting, 
(3) Sturdy formed steel 
arms, (4) Steel weather- 
stripping, (5) Positive latch, 
(6) Angle iron brace to pre- 
vent warping. Steel hangers 
and ball-bearing wheels 
assure smooth, quiet opera- 
tion. Set comes complete 
with chrome handle, brass 
cylinder lock, track sup- 
ports, braces and lags. 
Simple, easy to erect. 


*No. 83 for doors 8’x6’6” 
No. 839 for doors 9’x6’6” 
No. 80 for doors 8’x7’ 
No. 809 for doors 9’x7’ 


FRANTZ 





GUARANTEED BUILDERS HARDWARE 





FRANTZ MANUFACTURING CO., STERLING, ILLINOIS 
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ACCORDION-LIKE DOORS such as this one on display 
at Mulcahy Lumber Co., Tucson, help homeowners solve 


the space problem. 








COMPLETELY-EQUIPPED CLOSET with all! the latest 
space-saving devices is featured by Builders’ Supply & 
Lumber Co., Tucson. 


Help Home Owners Solve Their Closet Problem 


Here are some profit-proved display ideas 


which dealers are utilizing. 


The perennial “Fibber Mc- 
Gee” closet is currently getting 
a great deal of attention from 
lumber dealers. They realize 
that people just never have 
enough “places to put things,” 
and they’re installing displays 
and running ads that show the 
public how to solve this prob- 
lem. 

O’Malley Lumber Company, 
Phoenix, features a sliding door 
display with different types of 
paneling and molding on each 
door—a selection board which 
slides. out of the way when not 
in use. One of the displayed 
products is cedar closet lining 
—a plus item for any sale. This 
display gives browsing custo- 
mers an idea of how easily they 
can turn every closet into year- 
around storage space that is 
really safe. 

Mulcahy Lumber Company, 
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Tucson, attacks the closet prob- 
lem in a little different way. 
Inquiries determine if the 
homeowner has too many doors 
in one room—doors which con- 
stantly bang against each other. 
Mulcahy’s solution to this prob- 
lem is the sliding door which 
eliminates the “too-many 
doors” problem and facilitates 
better furniture arrangement. 


Muleahy’s also tells custo- 
mers that modern closets have 
“everything within easy reach” 
... that all the clothes within 
a closet should be readily avail- 
able, not bunched up at the 
opening. Mulcahy’s advertises 
neater clothes kept in better 
condition when long, narrow 
closets are modernized with 
sliding doors. The salesmen 
are glad to demonstrate how 
easily this can be done. 


Bill Beal of the Builder’s 
Supply and Lumber Company, 
Tucson, has given a lot of time 
and thought to the closet prob- 
lem. He has a closet display 
which actually is a closet. It 
shows folks how they can uti- 
lize their present closet space 
to better advantage by adding 
a few convenience-fixtures such 
as hat-tie-pants and skirt racks, 
over-the-door hangers, shoe 
racks, etc. The Corbett Lumber 
Company, Tucson, uses a panel- 
type board to display these fix- 
tures. Making better use of the 
space already available, is a 


good solution to the closet 
problem. 
Lumber Distributors, Inc. 


Tucson, promotes built-ins as 
a source of additional storage 
space for growing families. 
During seasonal lulls at its 
mills, the company offers to 
send out a man to show the 
homeowner where and how 4 
cabinet can be built in to store 
china, linen, toys, clothes, ete. 
The company points out that 
these cabinets have double util- 
ity; they make handsome ful- 
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Sell Trinity White—the whitest white cement. 
Trinity White is a true portland 

cement. It meets all Federal and 
ASTM specifications. Sell Trinity 


White for architectural concrete 





units, terrazzo, stucco, paint, 
ornamental work, tilesetting, etc. When order- 
ing ask for it by its full name Trimty White— 
it’s widely advertised to your trade. 

Trinity Division, General Portland Cement 
Co., 111 W. Monroe St., Chicago; Republic 
Bank Bldg. , Dallas; 816 W 5th St , Los Angeles 


Trinity 
White 


PORTLAND CEMENT 





©@ his milk-white 


steed was whiter than 






a sheeted ghost 99 





Anon 











Improved 
Control 
Gives Extreme 
Ease of 
Operation 







The Gabriel Damper reflects the best in quality Catalog A 
and performance. It is equipped with either 


chain or poker control, easily interchangeable. All bolts and nuts in controls are 





Sizes 30”, 32”, ‘ self-locking, will not work loose; they can be adjusted with small wrench for 
36”, 42” and degree of tension, ease of operation and positive positioning. A masonry flange 
48” Opening has been added for ease in laying brick. The Gabriel Damper is made of steel, 
electrically welded. Through modern design, there is no possibility of warping. ROLLED STEEL 
National Sales Representatives: HARRIS, Inc., 200 E. Long St., Columbus 15, Ohio PRODUCTS 


a ee ae STEEL COMPAN Y 
3700 Sherwood, Detro/t /2, Mich. 
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handy for storing gardening, 
fishing and hunting equipment 
and tools. 
Although the Nowels Lumber 
and Coal Company, Rochester, 
Mich, pushes stock china cabj- 
nets all year long, the firm gives 
them an extra plug as Christ- 
mas presents. Nowels feels 
that a woman’s china, silver 
and glassware are her proud- \ 
est possessions, and that she My 
is just as anxious to display 4" 
these things as she is her new 
fur coat. The company tells its \ 
customers that a china closet 
will brighten that dull dining 
room corner, and provide a 
pleasing background for the 
most cherished pieces. 
Whatever slant you use— 
/ ie WE onew places to put things . . 
<a n= / . A how to utilize present closet 
. a a | space to better advantage... 
Ne ee See at - een Serene for built-ins for growing families 
of. ; sliding loa aon ioe as ts ks Sea aid. aii aivedies display for china in 
various types of finishes and moldings. a corner cupboard—you’re sure 
to increase your store traffic 
niture and provide “at your cluded additional material for and find new profits if you pro- 
fingertips” convenience. storage space in his garage vide the answer to the home- 
Bill Barr of the Barr Lum- packages. Cabinets and shelves owner’s most perplexing prob- 
ber Company, Denver, has in- at the end of the garage are lem—closet space. 
BUILDERS Who Know 
Fine Flooring 
Prefer CHICKASAW 
Brand OAK FLOORING 
Unfinished and Pre-finished 
Strip — Plank — Block 
Chickasaw Brand Oak Floors are quick to lay, 
low in initial cost, easy to maintain. Because 
of long lasting beauty they appeal to prospec- 
tive home owners. 
Strip Flooring is in greatest demand. Plank 
Flooring is suitable for ranch type houses or 
other informal settings. Block Flooring is best 
suited for formal surroundings. It is distinctive. 
You can save time by ordering Chickasaw 
— Flooring — finishing done at the Henk Peading Rog. U. 8. Pat. Offee 
actory — sanding, waxing and polishing done Member 
by experts. NATIONAL OAK FLOORING YF; 
MANUFACTURERS' ASSOC. 
Ask about mixed cars of Chickasaw Flooring — Hardwood Lumber — Thresholds — } 
Risers — Treads — Nosings. Kiln dried semi-finished Oak Dimension Lumber. Send us 
your specifications. 
M Wy H d d Fl - C 1591 THOMAS ST. 
emphis Hardwood Flooring Co. tiss"ta: 
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Another Good Thing About 





Lo-K INSULATION 


Its So Easy 7o Handle! 





Lo-“K” is an extremely flexible insulation. It 
can be compressed to less than 20% of its normal 
density without losing its resilience. This saves 
shipping, storing and trucking space. Feather- 
light, it handles with the greatest of ease and 
speed. Dealers like these features. 


Then, too, Lo-““K”’ contains no abrasive or skin 
irritant, goes up easily, fits snugly into any 
construction. It won’t sag... resists moisture, 
mildew, vermin and fire. 


And Lo-"K’’s exceedingly low “K” factor means 
lower heat conductivity ...up to one-third more 
insulating efficiency. 


It will pay you to investigate the many plus 
qualities of Lo-“K’’. You can’t sell a better 
insulation. 


Comes in open or closed 
blanket types...as- 
phalted vapor barrier 
or aluminum foil, as 
available. Ask for prices 
and full information. 





INSULATION DIVISION 


LOCKPORT COTTON’ BATTING CO. 


Established 1870 ' Lockport, N. Y. 
New York Office: 1407 Broadway 


———— 
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OOLS... 


SELL MORE PAINT 


FOR YOU 


Your customers will paint more be- 
cause they'll paint faster, with less 


effort, and get far better results. 


ONE.Y/ 
“ZL, MEANS 






7 ALL 


ONE COVER FOR ALL PAINTS 


e ENAMELS 
@ SEMI-GLOSS 


e@ RUBBER BASE 
@ WATER MIXED 


e FLATS 





DEPT. AL-10 
Thomas Products Co., 8490 Lyndon Avenue, Detroit 21, Michigan 


Send colorful folder and complete line information to: 


NAME 





FIRM 





ADDRESS 





CITY. STATE 
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yey KORMAN OF FRANKFORD SUPPLY gets more garage door sales by 
“live” 





‘DOORMASTER 


LOW HEAD RC 


display his customers can operate. 











HERE MR. KORMAN IS DEMONSTRATING A GARAGE DOOR to a builder 
seeking information so he can sell to his customers. 


How a Supply Firm Boosts 
Garage Door Sales 


“Live” displays in the store and in the ship- 
ping room are Frankford’s best salesmen. 


The Frankford Supply Com- 
pany of Philadelphia does over 
90 percent of its business with 
contractors and builders in 
helping to promote building, 
construction and remodeling to 
the public. Such a tie-in calls 
for merchandising and adver- 
tising activity that will direct 
business to the men with whom 
the company works. Samuel 
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Korman, vice-president of the 
firm, is an enthusiastic advo- 
cate of the “live” display as a 
powerful factor in building 
sales, both to the public and to 
his contractor and builder cus- 
tomers. 

Garage doors have proved to 
be a particularly good sales 
leader through such a mer- 
chandising idea. Frankford re- 





cently rebuilt its store, an 
ample space was given to the 
display of a radio-controlle 
garage door where retail cys 
tomers would see it when they 
visited the store. As Mr. Kor. 
man himself says, “Customer 
can operate the door by push. 
ing the buttons placed on a dis. 
play panel. A live display like 
this has drama and action jy 
it, and it’s done more to e. 
hance sales opportunities thay 
flocks of booklets.” 


Display in Shipping Room 


Another garage door display 
was erected in the shipping 
room, which Mr. Korman ql. 
ways uses to demonstrate the 
features of the door to his 
builder and contractor custom. 
ers so that they in turn ca 
promote it intelligently to thei 
customers. 

In a sense, this is sales edu. 
cational work, and it can’t hk 
overdone so far as Frankford 
is concerned. As an example 
the firm makes up its own mail. 
ing pieces or obtains some from 
manufacturers whose products 
are used in the work promoted, 
and sends them out whenever 
builder and contractor cus 
tomers bring in a list of poten. 
tial buyers for services and 
products. Or these pieces are 
sent out by the customers in 
the event they prefer to keep 
their lists personal. 


Reciprocal Merchandising Aid 


Mr. Korman feels that ma- 
nufacturers’ store display ma- 
terial is valuable just because 
it is prepared to do a specific 
sales job at point of sale. In 
connection with this, he says, 
“We help our customer build- 
ers and contractors all we cal, 
because few of them have dis- 
play rooms or stores; so ours 
works for them, using ‘live’ dis- 
plays and special point of sale 
material to build business. It’s 
a reciprocal merchandising aid; 
when we turn a lead from a re 
tail customer desiring remodel- 
ing or construction over to 4 
contractor or builder, we bene 
fit directly ‘by selling the latter 
the building materials and ap 
pliances.” 

Thus Frankford boosts its 
sales volume, whether it be for 
garage doors or shingles, by at- 
tention to that all- importam 
sales principle: teamwork at 
point of sale. 
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1: Moultile-the pioneer 











(when the Chanin Building in New York was built) 
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FROM AN OLD PHOTOGRAPH 


contractors 
were already installing 


°o 


looring 
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asphalt tile flooring 


(...the new Moultile is better than ever!) 
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P. O. Box 1156 


Joliet, Illinois 
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pointing to 
GREATER PROFITS 


All Abesto building specialties . . . designed 
for better building are profit-makers for you. 
Get your share of added sales by displaying 
Abesto roof specialties, wood preservers and 
chemical termite controls. 


manufacturers of 


"A 


ABESTO LIQUID 


for built-up roof construction 


ABESTO QUICK-SETTING PLASTIC 

for flashing and counterflashing 

ABESTO SEMI-PLASTIC iu 

for coating old roofs i” 

for coating sloping roofs (va 
ABESTO SEALER 

for painting piping, castings, etc. 

ABESTO LUMICLAD 

for reflective roof protection 

ABESTO STAINTOX “7 


ABESTO FIBERATED 
for staining and preserving woo 


ABESTO CLEARTOX 


for preparing wood for painting 


ABESTO CHEMICAL g 
TERMITE CONTROL i“ 
for prevention and 

extermination of termites 


Colorful consumer literature 
and newspaper mats are 
available without charge. 
Specifications for easy to 
apply Abesto cold applica- 
tion built-up roofs sent on 


request. WRITE TODAY! 
F.H.A. Approved 


ec Abesto 


MANUFACTURING CORPORATION 


MICHIGAN CITY, INDIANA 














AMONG THE DEALERS 


Midwest Dealers Study Management Problems 








Experimental clinic is held great success by 
participating dealers and association secretaries. 


An intensive two-day man- 
agement clinic was held for 
lumber dealers at Hotel Shera- 
ton, Chicago, Illinois, on Sep- 
tember 24th and 25th. 

It was jointly sponsored by 
the National Retail Lumber 
Dealers Association and the 
secretaries of six Regional As- 
sociations, including Findley 
Torrence of Ohio; H. P. Mc- 
Dermott of Wisconsin; J. D. 
McCarthy of Illinois; C. W. 
Nagle of Indiana; Hunter M. 
Gaines of Michigan; and Don 
A. Campbell of Kentucky. 

Mr. Torrence was General 
Chairman. 

Certain vital management 
subjects were selected, and in 
give-and-take discussion period, 
were quite thoroughly explored. 

Subjects and discussion lead- 
ers were: Recruiting Selection 
and Employee Relations: John 
Dillon, management consultant, 
Detroit; Budgets and Budget- 
ing Controls O. V. Wallin of 
Wolf & Company, Philadel- 
phia, Pa., and Don Battelle of 
Battelle & Battelle, Dayton, 
Ohio; Sales Management: B. 
Franklin Bills of B. F. Bills 
Associates, Chicago; Sales 
Training: Donn Mason, Donn 
Mason Company, Chicago; Ad- 
vertising and Promotion: 
Everett Anderson of Scott Lum- 
ber Co., Wheeling, W. Va.; 
Operating Practices: Don A. 
Campbell, Lebanon, Ky. 

The dealers paid a registra- 
tion fee of $25.00 each which 
included meals. 

Each of the dealers present 
contributed his best thinking 
and experience to the discus- 
sions, and there was much evi- 
dence of note taking through- 
out the meeting. 

The need for continuous man- 
agement training was con- 
tinually emphasized during the 
sessions and the earnest hope 
was expressed that this experi- 
ment would result in a program 
that could be widely used 
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among the associations in 
United States and Canada. 

Those in attendance were as 
follows: 

Peter Brouwer, Wyoming Park Lbr. 
& Fuel, Grand Rapids, Mich.; Everett 
T. Kent, Kent Lbr. & Coal Co., Bloom- 
ington, Ill.; Edwin L. Henzel, Blue 
Island Lbr. Co., Blue Island, Ill.; Fred 
McCaul, McCaul Lbr. & Coal Co., 
Ferndale, Mich.; Don Campbell, Ken- 
tucky Retail Lbr. Dealers Associa- 
tion, Lebanon, Ky.; Robert A. Wil- 
liams, Lisbon Lbr. Co., Lisbon, Ohio; 

E. W. Graves, Gleaner Coal & Lbr. 
Co., Grant Park, Ill.; Robert S. Mc- 
Coy, Red Mill Lbr. Co., Traverse City, 
Mich.; Thos. W. Yunt, Stock Yard 
Lbr. Co., Louisville, Ky.; C. A. Thomp- 
son, Thompson Lbr. Co., Champaign, 
Ill.; D. W. Squires, Thompson Lbr. 
Co., Champaign, IIl.; Walter M. 
Boyd, The Saginaw Lbr. Co., Saginaw, 
Mich.; Justin F. Way, The Saginaw 
Lbr. Co., Saginaw, Mich.; H. P. Mc- 
Dermott, Wisconsin Retail Lbr. Assn., 
Milwaukee, Wis.; William W. Fuller, 
Mid-City Lbr. Co., Milwaukee, Wis.; 
R. P. Curry, Kimmel Lbr. Co., Du- 
quoin, Ill.; Jos. M. Renier, The 
Renier Co., Inc., Lincoln Park, Mich.; 

R. O. Renier, The Renier Co., Inc., 
Lincoln Park, Mich.; Julian Moran, 
Moran Lbr. Co., LeRoy, Ind.; R. R. 
Keeler, Rockford Lbr. & Fuel Co., 
Rockford, Ill.; G. F. Sullivan, Savage 
Lbr. & Mfg. Co., Lexington, Ky.; Ed- 
ward T. Oldham, Oldham Lbr. Co., 
Georgetown, Ky.; G. Dudley Cutler, 
North Lbr. Co., Kalamazoo, Mich.; 
Otto E. Lieder, Lieder Lbr. & Coal 
Co., La Crosse, Wis.; Tom Lupuiske, 
West Side Lbr. Co., Dayton 6, Ohio; 
F. M. Pantzer, Pantzer Lbr. Co., She- 
boygan, Wis.; A. H. March, Fuller 
Goodman Co., Oshkosh, Wis.; Arthur 
C. Crow, Crow Lbr. Co., Vermillion, 
Ohio; Robert B. Rote, Alvin F. Rote 
Co., Monroe, Wis.; 

Robert Rosenthal, Rosenthal Lbr. & 
Fuel Co., Crystal Lake, Ill.; Chas. 
W. Johnson, B. J. Johnson & Sons 
Co., Louisville, Ky.; John Suelzer, 
Fort Wayne Bldrs. Supply, Fort 
Wayne, Ind.; Eugene Litwiller, W. A. 
ee Lbr. & Grain, Milledgeville, 


Clyde Wasmuth, Rushville Lbr. Co., 
Rushville, Ind.; John R. Nowels, No- 
wels Lbr. & Coal Co., Rochester, 
Mich.; Harold C. Church, Nowels Lbr. 
& Coal Co., Rochester, Mich.; R. E. 
O’Brien, The O’Brien Lbr. Co., Can- 
ton, Ohio; C. E. Messerly, The Beaver 
Lbr. Co., Akron, Ohio; Ben P. Eubank, 
Ben P. Eubank Lbr. Co., Lexington, 
Ky.; C. K. Arp, The Home Lbr. & Fuel 
Co., Elkhorn, Wis.; T. A. Kimes, H. 
A. Hillmer Co., Freeport, Ill.; George 








FINDLEY TORRANCE, of Ohio, gen 
eral chairman of meeting. 


W. Bond, Ind. Construction Mat. Co, 
Valparaiso, Ind.; R. T. Newman, 
Moore Lbr. & Supply, Naperville, Ill. 
W. L. Huff, Huff & Son Lbr. & Bulid. 
ing Materials, Decatur, Ill.; E. J, 
Chamberlin, Farm & Home Lbr. (0, 
Caledonia, Ohio; J. M. Franklin, 
Franklin Bldg. & Supply, Lexington, 
Ky.; Richard D. Flowers, Galion Lhr. 
& Supply Co., Galion, Ohio; 

R. W. Huff, Huff & Son Lohr. & 
Bldg. Materials, Decatur, IIl.; Charles 
Pennington, Pennington’s Economy 
Lbr. & Supply, Frankfort, Ky.; Walter 
A. Peacock, Peacock Lbr. Co., Port 
Huron, Mich.; William F. Peacock, 
Peacock Lbr. Co., Port Huron, Mich.; 
H. Carl Haag, Jr., Suburban Lbr. Co, 
Cleveland, Ohio; E. D. Collins, Lyons 
Bros. Lbr. & Fuel, Joliet, Ill.; Warder 
Stotlar, Stotlar Herrin Lbr. (o, 
Marion, Ill.; R. A. Hanno, Home Ma- 
terials Co., Mansfield, Ohio; Earl 
Meek, Scott Lbr. Co., Bridgeport, 
Ohio; Everett Anderson, Scott Lbr. 
Co., Bridgeport, Ohio; Paul M. Har- 
ris, Harris Lbr. & Supply Co., Sagi- 
naw, Mich.; F. Wendall Lensing, Len- 
sing Bros., Inc., Evansville, Ind, 
Eugene E. Wenthe, Wenthe Bros. Co, 
Effingham, Ill.; Charles Wagner, Bur- 
net Binford Lbr. Co., Inc., Indianapolis, 
Ind.; N. F. Mans, N. A. Mans & Son, 
Trenton, Mich.; Tom A. Nowlen, 8. 
M. Nowlen & Co., Benton Harbor, 
Mich.; 

George Hornett, Whiting Lbr. 6 
Coal Co., Whiting, Ind.; Franklyn 
Nelch, Henry Nelch & Sons, Spring- 
field, Ill.; Lanbert Suppinger, Frank- 
fort Lbr. & Mfg. Co., Frankfort, Ky. 

Three Assistant Secretaries, 
Donald Moe of Michigan, 
Robert Craft of Indiana and 
Jack Lavengood of _ [Ilinols 
were also in attendance, as = 
representatives of the trade 


press. 
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UNEQUALLED! 
Sterling 


Line of 


SLIDING DOOR HARDWARE 


ones | NATIONALLY ADVERTISED 


The Choice of 
Architects, 


Builders 
folate Mm OY =Yel (=1 03 
from coast to coast 


UNEXCELLED/ 


The Complete Line of 
Nterling Sliding Door Hardware 
For Every Size and Type 
of Residential Door 
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a. we _ The 600 Series In- | 
¥, a ee cludes Hangers for ‘# 
en both % and 136” 
eee : by-passing doors. 
SYAMDARD DOORS RAME Track is aluminum. 
¥ | INCH 
4 HEADROOM 
/ | i N? 630 
TRACK MAY “2 «78 HANGERS 
BE PAINTED a he ON 
TO MATCH «az we N® 606 
om | eee BS 
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WITH MOLD4 
ING ts 
ae N2 876 
ATERNSTE GUIDE STRIP wal 
on yj iia 
No. 876 Guide Strips 
GUIDE eliminate grooving bot- 
“ tom of door. Save instal- 
LZ é é lation time and trouble. 
No. 642 No. 603 


Adjustable Hanger Aluminum Track : 
For Single Doors For Single Doors i" 


THE Nterling 800 SERIES 


ANOTHER COMPLETE ne OF HANGERS AND 
TRACK FOR RESIDENTIAL SLIDING DOORS 










¢ No. 840 No. 850 

For 34” ia many Fully 

Doors uses Adjustable 
No. 852 No. 860 ‘ = No. 862 
For For Pocket For 
Heavier Doors— Heavier 
Doors Adjustable Doors 
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For Catalog on Complete Line! 


STERLING HARDWARE MFG. CO. 


2345 Nelson Street, Chicago, 18, Illinois 
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See this atout | 


PONDEROSA 
PINE 








| Pine...“The Pick o’ the Pines!” This 
is the most popular, most plentiful, multi-pur- 
pose soft wood. Versatile! Beautiful! Enduring! 
A superior material for almost every building 
use from framing lumber to finest millwork. 


You can stock and specify Ponderosa Pine 
from Association mills with complete confi- 
dence. You will get lumber that is manufac- 
tured, seasoned, and graded to the high and 
carefully maintained standards of the West- 
ern Pine Association. 


. For more information about Ponder- 
osa Pine, send for free illustrated 72- 
page book. Address 


WESTERN PINE ASSOCIATION 
Yeon Building + Portland 4, Oregon 


THESE ARE THE | Idaho White Pine, 
WESTERN PINES | Ponderosa Pine, Sugar Pine 


THESE ARE THE | Larch, Douglas Fir, White 


ASSOCIATED | Fir, Engelmann Spruce, 
woops | Incense Cedar, Red Cedar, 
Lodgepole Pine. 
WOODS FROM | THE WESTERN PINE REGION 
arse 5 
frusknncien eS Ai f 


} : ) MONTANA , } 
OREGON : 
f ypaHo f 


leet 44 : WELL MANUFACTURED ‘Y 
selec THOROUGHLY SEASONED 
CAREFULLY GRADED 


sme 





BP CALIFORNIA 
§ { 


ARIZONA NEW MEXICO 
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NEW STORE built by Edward Hines, 
Street, El Paso, reveals many items on display through 


Inc. on busy Texas 


its two corner windows of floor-to-ceiling glass. 





HINES EXECUTIVES Jack Winter, 
and Tom Shaughnessy, secretary, appear happy over their 
new surroundings. 


company treasurer, 


New Store Boosts Volume 


More room for building materials, additional 
parking space and women shoppers all add up to more 


business for El Paso firm. 


Replacement of quarter-cen- 
tury old buildings with a mod- 
ern store and lumber yard has 
boosted the overall volume of 
Edward Hines, Inc., El Paso, 
Tex., more than 25%. “Our vol- 
ume has increased so much since 
we remodeled, it’s practically un- 
believable,” declared Edward 
Hines, president. 

Sales of paint, for example, 
through displays in the beauti- 
ful new showroom (50x40) have 
tripled, Tom Shaughnessy, the 
firm’s secretary, reported. The 
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firm now has room to display 
paint and paint accessories on 
two 10-foot gondolas. 

“In our old building we dis- 
played these items in a crude 
way at best,” Mr. Shaughnessy 
explained. “Such items as bolts 
or tools we couldn’t display at 
all. We didn’t even stock many 
items which are now producing 
sales for us.” 

The firm has had an excellent 
increase in specialty woods since 
it modernized. Customers walk- 
ing through the store and vari- 





OLD STORE before remodeling took place. Compare the 
old with the new store and note the drastic change. 





DELIVERIES ARE SPEEDED with this new 1%-ton lift 
truck. Jose Rodriguez, yard manager, left, and Adolph 
Crispin. 


ous offices can see how these 
specialty woods look in finished 
paneling. 

“One reason for the increased 
business,” Mr. Hines added, “‘i 
that our modern showroom is 
attracting women.” 

The exterior of the new store, 
which faces on busy Texas 
Street, is constructed of buff 
brick. The street-side corners of 
the building feature floor-to- 
ceiling windows. The interior 
is enhanced with horizontal 
course raked joints and black 
flooring. In this new setting the 
firm has adequate space to dis- 
play weatherstrip, builders’ 
hardware, garden tools, hand 
tools and many other items. One 
result is a decided increase in 
impulse buying. Additional 
parking space on the side of the 
building has also stepped up 
sales. 
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Now-x°8 CAN GUARANTEE 
A PERFECT SINK-TOP 
INSTALLATION EVERY TIME 


WITH COMPLETE CONFIDENCE 
When You Use The 


HUDEE Ideal 


SINK FRAME SYSTEM 








pot. 2.440741 





100% SANITARY 
100% WATERTIGHT 
EASILY INSTALLED 
COMPLETELY SELF-SEALING 


Here is a sink frame that means new profit for you—easy 
to sell, easy to install. 

Easy to sell because your customers will appreciate its 
watertight and sanitary features —and you can confi- 
dently guarantee every installation. 

Easy to install because NO Rabbeting, NO Scribing, 
and NO Special Tools are required with HUDEE, And 
Hudee Frames are available for all standard type flat rim 
sinks including cast iron enameled, pressed steel, stainless 
steel, and vitreous china. They can be used with all top 
covering materials—linoleum, rubber, or plastic. 

You profit "ALL-WAYS" with HUDEE—sell them, in- 
stall them! 


DISTRIBUTORS IN ALL TRADING AREAS 


For complete details see Sweets Architectural File, No. 24a-20 
or write today to 


Webi ESA anbhbn 


tne. 
MANUFACTURERS AND DISTRIBUTORS 
225 WEST HUBBARD ST. ° CHICAGO 10, ILLINOIS 
IN CANADA— WALTER E. SELCK AND CO. LTD. — TORONTO 
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That little wood bung is sure going to help this 
fellow! And, PAMUDO can help you, too, in plug- 
ging up your lumber and lumber products and 
Plywood problems. Our thirty-nine years of service 
to dealers all over the country assure you an ever 
constant source of supply. PAMUDO has Ware- 
house distribution in five major markets plus fa- 
cilities for straight and mixed carload shipments. 


IF YOU HAVE A WOOD PRODUCTS PROBLEM, CALL 


Pamudo 


(PACIFIC MUTUAL DOOR CO) 

GENERAL OFFICE e Direct Shipments. . . 

Straight and Mixed Cars. 

Lumber and Lumber products. . Fir and 

Pine Mouldings, Doors, Plywood and 

Cut-Stock. 

Stock Millwork—Cut-to-size Industrial Plywood. 
TACOMA BUILDING, TACOMA 2, WASHINGTON 

Warehouse stocks of 
Plywood e Doors 
Mouldings e Stock Millwork 


WAREHOUSES IN 5 PRINCIPAL CITIES 
St. Paul 4, Minnesota 
Kansas City 5, Kansas 











Chicago 38, Illinois 


Baltimore 31, Maryland 
Elizabeth, New Jersey 
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KENNEDY FAMOUS FINNISH 
FLUSH DOORS 
ARE NATURAL SELLERS! 


Striking features of these fine birch 
doors make them winners every time! 
Here are some of the qualities the 
judges rate as “tops”! 


ARCHITECTS choose them because 
their natural beauty fits virtually every 
design in modern building. 


CONTRACTORS choose them be- 
cause they're built with precision con- 
struction — won't warp — won't sag. 


Made with double lock blocks. 


HOME-OWNERS choose them for 
their light color and horizontal grain. 
Also because they're easy to install 
and the Fine Finnish Birch facing 
takes a beautiful finish . . . either 
paint or stain! 


Stock Kennedy Famous Finnish Flush 
Doors today—and win more sales for 
your business! 


Phone or write today for name 
of your nearest distributor. 


Phone Seattle SEneca 1880 
Teletype SE 550 
‘Cable Address FINNDOOR 


J. G. KENNEDY 


LUMBER CO. 


HENRY BLDG., SEATTLE 1, WASH. 
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What's YOUR Answer? 


Test your product knowledge as 
well as your knowledge of what other 
dealers are doing by taking this quiz. 

Rate yourself 10 points for each 
correct answer. 100-90% — excellent; 
80-70%, good; 70-60%, fair; 60-50%, 
passing. 


1—Name three advantages of 
flat roof house construction. 


2—Opportunity knocks on 
what door but once? 


3—What flooring manufac- 
turer has developed a sales aid 
to help the homeowner design 
his own floor? 


4—Name three leading 
causes of fire in retail lumber 
yards. 


5—What happened back in 
1929 in little old New York? 


6—Where can I get a book- 
let describing all amendments 
to Regulation X? 


7—What advertiser in this 
issue tells you huw to “roll up 
more paint sales’? 


8—What lumber item, tradi- 
tional at the Christmas season, 
will help you promote more 
holiday business? 


9—What important building 
material will help you build a 
more solid reputation? 


10—What manufacturer fea- 
tures what is extra white—stays 
white — and is available in 
snow white satin? 


Answers on page 154. 
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_ Singing the 
Hard Board blues? 


Change yourtune ! 
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WE CAN FILL 
YOUR ORDER WITH 
SUPER-QUALITY 
FINNISH LION BOARD 
NOW! 


Hardboard produced by world-famous 
Finnish craftsmen . . . ready for im- 
mediate delivery in all parts of the 
United States. 


Made of quality spruce and pine 
fibres, Finnish Lion Board is salllons 
and lighter in color than deanelie 
hardboard. 


It's strong 
and durable 


and flexible! 


Specially manufactured to be highly 
resistant against moisture, warping 
and curling. Sold in '/g" thick sheets, 
sizes 4' x 6' to 4' x 12'. Order today! 


DISTRIBUTORSHIPS 
STILL AVAILABLE 


Phone — Seattle 
SEneca 1880 

Teletype — 
SE 550 


Cable Address— 
FINNDOOR 


J. G. KENNEDY 
LUMBER CO. 


HENRY BLDG., SEATTLE 1, WASH. 
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MERCHANDISING CLINIC 


Home Stretch 


Three-quarters of the year have 
come and gone. Seems impossible. 
Yet here we are rounding the turn 
and coming into the home stretch. 
Signs of fall on every side—including 
the lumber yards of the land. Best 
part of the year. Or perhaps we 
should say it could be. Finishing up 
time for building projects great and 
small. Workmen hurrying to get in 
under the wire. Farmers busy getting 
ready for winter. Everybody putting 
on a burst of speed. Reminds us of 
the county fair of our boyhood days 
when a big field of trotting horses 
used to come swinging round the turn 
and roar down the home stretch. 
What a sight that was! Every driver 
(most of them veterans) and every 
horse putting every ounce of energy 
into the race. We’d go a long ways 
to experience these thrills again. 


. There is more than one 
winner in every race. 


The Rugged Try 


Horse racing was far more than 
an exhibition to demonstrate the 
superiority of a single winner. Ac- 
tually some of the finest performances 
were put on by drivers and their 
horses who never had a chance to 
come out in first place. Most of the 
horses were not fast enough and 
their drivers knew it before the race 
started. But regardless of how many 
times they failed to nlace, hope al- 
ways ran high in the hearts of the 
men who held the reins. They put 
everything they had into every race 
and even the tail-enders would sit 
on the sunny side of the barn after 
the races were over and talk about 
their tomorrows. They were imbued 
thoroughly with the love of conquest 
and victory and were grateful for an 
opportunity to compete. 


... The year’s results in many 
a lumber yard is determined by 
what happens on the home 
stretch. 


The Good Finish 


That burst of speed, or the extra 
effort used to cause a sudden shift- 
ing of positions just as the horses 
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were coming into the home stretch 
was the direct result of an over- 
whelming desire to make a good fin- 
ish. None of the drivers reined in 
when they found they were not in 
the lead. The thing that made horse 
racing was the spirit of the drivers 
who never won a contest during the 
entire season but kept on trying just 
the same. They might finish 10 laps 
behind the next horse but there was 
something about them that indicated 
they were already thinking about 
next year. There were few quitters. 


... It’s not the establishment 
itself but the spirit of an organ- 
ization that counts most in 
determining its success. 


Determination or 
Defeatism? 


Searcely a day goes by but we bump 
into something that makes us appre- 
ciate the importance of spirit ... the 
willingness to do what is necessary 
in order to win. 

“What kind of a year?” we ask. 

The answer, in far too many cases, 
is a dubious shake of the head in- 
dicating “not so good” or words to 
that effect. No fight. No zip. No 
spirit. 

Why? 

The answer is found in too many 
years of easy going. Too many vic- 
tories. Too many effortless sales. 

Here is a lumber yard that is 12.8% 
behind last year in dollar volume. 
The decline depresses the owner. In- 
stead of its constituting a challenge 
for a strong finish in the final quar- 
ter, it is accepted as indisputable 
evidence that “things aren’t so good 
and are due to get worse.” 

Big question that all business men 
must answer sooner or later is 
whether we have lost what it takes 
to stem the tide of declining volume? 
Or are we lulled by a hope that in 
some way sales will keep on being a 
bit better every year without our do- 
ing very much to keep them going 
higher and higher. 


. If a slight decline in $ 
volume causes fear it is a sure 
sign the mental attitude needs 
attention. 


Opportunities Unlimited 


As we pen these lines, we have just 
finished reading the Fall and Winter 
Merchandising Issue of AL&BPM. As 
we turned the 262 pages we came to 
the full realization that if printed 
in book form, and we were asked for 
a title, our selection would be “Op- 
portunities Unlimited.” First there 
unfolded the story of a great unde- 
veloped market ... remodeling of 
kitchens, floor coverings, added rooms 
(by finishing attics or basements), 
new roofs, garages, window units (for 
better light and bigger views), in- 
sulation (to reduce the price of fuel 
from one-fourth to one-third). And 
so on ad infinitum. 

But the story didn’t stop there. 

Interspersed between the articles 
which pointed to huge markets were 
page after page telling of products 
that are available to meet the needs 
of property-owners. What two words 
could be selected to better describe 
such a situation than “Opportunities 
Unlimited ?” 


... What’s missing, if any- 
thing, in this 262-page picture? 


The Five M's 


It is because prospective purchasers 
are hard up? Assuredly no—not with 
all-time highs being established in 
gross national income, personal in- 
comes, employment and all other 
essential physical factors. 

The markets exist. Products are 
available. So is the money. Never 
were as many consumers able to pay 
spot cash for what they purchase. 
If it is not convenient for them to lay 
the money on the barrel head, Uncle 
Sam has provided easy payment terms 
that surpass those made available to 
any other industry! 


. . . It all adds up to the fact 
that four of the five M’s are 
much in evidence: Markets, 
materials, money, methods. 


What ''M" Is Missing? 


The fifth “M” is “MEN.” Regard- 
less of such potent factors as now 
exist, all will be lost if the men of 
the industry no longer have the spirit 
which it takes to meet their full 
responsibilities and make the most of 
their golden opportunities. 
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Wanted: confidence men 


Where do people go when they want to spend $100, 
$500 or $1,000? To the company they know they can 
trust to protect their investment! The more inflated 
dollars are and the more labor and materials cost, 
the more confidence prospects need to sign on the 
dotted line. If ever there was a time when dealers 
need to do a confidence-building job, that time is 
now. 

Does the general public know the many ways in 
which you protect your customers? One of the 
smartest ways to get more prospects to turn to you 
first and beat your competitors is to tell your Protec- 
tion Story repeatedly through your newspaper adver- 
tising. The more specifically you tell the public, the 
bigger your returns. Here’s a good copy angle. 


“SAVE A LOT ON HOME 
IMPROVEMENTS, REPAIRS! 


“There’s no point in spending $100 or $500 to im- 
prove your home unless you are fully protected in 
these ways. Our experts guarantee safe monthly 
payment financing ... see that you get the right 
materials and correct specifications so each job stands 
up, saves on maintenance. We also see that our ma- 
terials are properly applied, can recommend excellent 
workmen if you like. See us now about all types of 
remodeling, redecorating, repairs.” 

Most people turn first to everyone but their lumber 
dealer because they have no idea of the scores of 
ways you protect your customers and save them 
costly blunders. Start now getting full credit with the 
buying public for all you give by advertising your 
safeguards widely. 

And back up your newspaper ads: with window and 
truck posters, envelope stickers and other display- 
copy devices that feature these three slogans: “The 
Building Service That Protects You!” “The Moderni- 
zation Service That Protects You!”—‘“The Yard 
That Protects You!” For top results, feature the first 
slogan for a month or six weeks in as many ways 
and places as you can. Then feature the next one 
for six weeks; then switch to the third. And be sure 
to run it across the bottom of each ad in good big 
display type as well as on letterheads, billheads and 
posters. 


. .. good publicity break 


Your Protection Story is a natural for 500 words of 
free publicity on the building page of your local 
newspaper. Here’s a lead with good curiosity value 
and news interest . . . just what your editor wants! 


“Hundreds of dollars can be saved on building and 
modernization if young couples only know where to 
come for help in protecting their investment,” said 
Richard R. Stockton, President of The Stockton Lum- 
ber Company, in an exclusive interview today. 

“Few young people realize the many ways in which 
their lumber dealer can save them heartbreaking mis- 
takes and costly blunders. For example, just this 
week a young G.I. and his wife came in to see us 
about building a new home. Our financing department 
was able to work out a monthly payment plan that 
was not only easy to meet but allowed these young- 


by Norm Advertising, Inc. 
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sters a safe margin of cash for daily expenses and 

family emergencies.” 

Notice the natural, easy flow of this copy. Though 
it tells your story, it does so in a smooth, interesting 
way that does not smack of collusion between dealer 
and editor. The more human-interest stories you use 
to illustrate your points, the more colorful and read- 
able your press release will be. Just to help you 
along, here’s a third sample paragraph. 

“Another direction in which inexperienced young 
couples need protection,” continued Mr. Stockton, “is 
in the application of materials. Just recently we 
heard about a couple who spent $1,000 two years ago 
to have their home repainted. Though two coats of 
a top-grade paint were used, the paint is already 
peeling. The reason is that the old surface was not 
properly prepared before applying the new paint. 
That’s why we always take such care to recommend 
first-rate applicators we can personally vouch for. 


Correct application is one of the biggest secrets of 
minimum upkeep.” 


... get your money's worth 


Do you try to build good-will by giving, year after 
year, to local charities? The trouble with buying $25 
worth of tickets is that you probably wind up giving 
them away or throwing them away and few people 
know you’ve helped the project. Pay-off! about zero! 

Here’s a way to save money, build greater good- 
will and really make friends. Instead of making an 
impersonal cash contribution that wins you publicity 
of dubious value such as a one-line listing in the 
back of the program, make a personal contribution 
that shows real interest in the project—wins you 
valuable word-of-mouth publicity. 

For example, if the Boys Club is putting on a drive, 
offer to donate some paint to refinish one of their club 
rooms. Or a donation of odds and ends of materials 
the boys can use in their handcrafts group. If the 
Woman’s Club in your community operates an Ex- 
change for Women’s Work, stop in some day and 
offer them some pointers on displaying their wares 
more attractively. 

To hospitals, orphanages, homes for the aged and 
similar charitable organizations, donate Thanksgiv- 
ing, Christmas and Easter display decorations you 
do not plan to use again. To PTA and church bazaar 
committees, donate odd lengths of attractive wall- 
paper to cover counter tops, add gaiety to the pro- 
ceedings. 

The more needs you anticipate and donate to, like 
these, the more friends you will make. Because such 
gifts show that you take a warm, personal interest in 
the project—are eager to help those on the committee. 
Also such gifts are unexpected ... and if there’s any- 
thing people love telling each other about it’s unex- 
pected windfalls! Even little ones. 


... extra windfalls for you 


Personal giving like this has two more advantages 
for you. Big ones. It means you can spread your 
giving a lot farther. Best of all it creates the kind 
of warmth and friendship that makes it easy for you 
to arrange discussions or informal talks on decorating, 
home planning and similar subjects before various 
club groups. 
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1 Montgomery Street 
SAN FRANCISCO 4, CALIF. 
DOuglas 2-2060 + Teletype SF 531 








Facilities to Serve You 


DRY KILNS—20 Tracks of Latest Moore De- 
sign. Capacity 1 million feet per 
charge. 


DRY SHEDS—Ample Storage Adjacent to Car- 
line Means Dry Lumber for you. 


DRY LOADING DOCK—-Can Load 19 Cars 
Under Roof. Assures you quick 
Shipment Regardless of Weather. 


THERE IS NEVER A LET DOWN 
IN OUR QUALITY- 
PRECISION MANUFACTURE 





The Relph 4. 


MITH 


Mills at Anderson & Canby, California 
Sales Office: Anderson, California 
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P. O. Box 1731 
STOCKTON, CALIF. 
Stockton 4-8361 + Teletype SK 2 







“4 PACIFIC COAST HEMLOCK 
, WESTERN RED CEDAR 
SITKA SPRUCE 

SHINGLES 


SPECIALIZING IN 

CROSS ARMS 

CEDAR AND SPRUCE 

SIDING TED 
5 LIM! 

REST product 


SAWMILL DIVISIONS 
e COWICHAN 
e VICTORIA 
e VANCOUVER 
e HAMMOND 








HEAD OFFICE: VANCOUVER, B.C. 
SALES AGENT: H. R. MACMILLAN EXPORT CO., LTD, 
VANCOUVER, B.C., CANADA 
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VENIO 


VENTO Steel Products 


249 COLORADO AVE. * BUFFALO 15,N. Y. 
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Effortless Operation 


Gracefully designed, easy- 
moving Roto or Lever type 
Operators and locking 
handles, as specified. Exten- 
sion type hinge for ease in 
cleaning. 


Weathertight Seal 


Double contact construction 
gives snug fit. Positive cam 
action locking handle in- 
sures weathertight seal 
around perimeter of the 
ventilator. 


Lasting Service 


Solid steel sections; all 
corners electrically welded; 
cleaned and prime painted. 
A permanent installation. 


Write us for full information, also 
facts about Vento steel basement, 
utility and barn windows, Vento 
steel lintels for cost-saving block 
construction. 











WHAT’S NEW 








Products.... Sales Aids.... Literature 





Junior Kenstyler 


A new merchandising aid incor- 
porating the most advanced sales- 
boosting techniques is now avail- 
able to flooring dealers from coast 
to coast, it was announced by Har- 
old S. Collins, merchandising man- 


ager of Kentile, Inc. The Junior 
Kenstyler is designed to stir imme- 
diate product interest by letting 
prospects actually design their own 
floors with specially sized exact- 
replica miniatures of standard Ken- 
tile and ThemeTile. Stores which 
have placed one or more of the 
compact units on their counters 
have reported increased customer 
confidence in merchandise they had 
actually handled, and found that 
prospects were subtly flattered by 
the knowledge that they could 
easily design a beautiful floor them- 
selves. Analysis of test results also 
revealed a substantial increase in 
self-installation sales. By “laying” 
2”x2” tiles one after the other on 
the Junior Kenstyler “floor,” deal- 
ers said, customers realized that 
they could easily do the same with 
regular 9’’x9” tiles on a real floor. 
An economy-size version of the 
manufacturer’s popular standard 
Kenstyler, the Junior Kenstyler 
easily fits on store counters. Write 
Kentile, Inc., Dept. AL, 58 Second 
Ave., Brooklyn 15, N. Y. 


New Type Wall Coating 


Truscon Laboratories announces 
a new rubber base product—a One 
Coat interior wall-and-ceiling soft 
matte finish. This Paratex Wall 
Coating is described as strongly 
resistant to alkali, and shows no 
“dead spots” from the line in plas- 
ter or because of variations in 
porosity of surfaces. Covers and 
hides in one coat. Unpainted walls 
and ceilings require no size; Para- 
tex wall coating is its own sealer. 


Applies with brush, roller or spray, 
Requires no special liquid for clean- 
ing brushes, rollers or spray lines; 
just ordinary mineral spirits, 
naphtha or turpentine. Paratex 
Wall Coating is prepared ready for 
use and need not be thinned, except 
where excessive evaporation has 
taken place. Then a very small 
amount of mineral spirits will re- 
turn it to complete “brushability.” 
The product is available in new 
colors adapted to present-day in- 
terior decoration. Write Truscon 
Laboratories, Dept. AL, 1700 Caniff 
Ave., Detroit, Mich. 


Floor Squeegee-Scraper 


The Kleen-All Floor Squeegee- 
Scraper is made of heavy 13 gauge 
hot rolled steel, durable green 
enamel, and a heavy duty gum rub- 
ber blade 14” thick. Ideal for use 
in factories, garages, stores, and 
institutions. Available in 18-inch, 
24-inch, and 30-inch sizes with 
easily replaceable rubber blades, the 
scraper has a special combination 
splash lip and scraper blade for 
fast removal of dried material, 
food, gum, etc., from the floors. 
Write Edward E. Gurian & o., 
Dept. AL, 2011 So. Michigan Ave- 
nue, Chicago 16, IIl. 


New Textured Plywood 


Plyweave, a new kind of textured 
plywood made by M and M Wood 
Working Company, offers an oppor- 
tunity for many new styles of fin- 
ish. This product is so versatile 
and easy to handle that the rankest 
amateur can attain excellent results 
with it, the company affirms. Ply- 
weave is produced under heat and 
pressure so that despite its tex- 
tured surface it is exceptionally 
easy to paint and is not of a type 
to collect dust. New wall effects 
may be obtained by using two colors 
of paint with Plyweave. Available 
in either Douglas Fir or Redwood 
Malarkey, Plyweave is distinctive in 
natural finish. It may also be used 
with no finish whatsoever. Panels of 
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this plywood, standard size of 8 feet 
by 4 feet, have a regular beaded 
pattern occurring every eight inches 
so that panels or parts of panels 
may be joined when cut along this 
bead and the joint will be virtually 
invisible. Because of it, textured 
brads and nails used in attaching it 
to walls need only be countersunk. 
No filling of the holes is needed. 
Write M and M Wood Working 
Company, Dept. AL, 2301 N. Colum- 
bia Boulevard, Portland 3, Ore. 


Ceiling Ventilator 


The new Model 1501 Trade-Wind 
Clipper ceiling ventilator for 
kitchens and all small rooms up to 
1,000 cu. ft., incorporates dual 
blower wheels and interchangeable 
horizontal and vertical discharge. 
Model 1501 develops a certified 300 
cfm using a 1/30 h.p. motor turning 
the twin 6” squirrel cage blower 
wheels at 1,450 rpm. This relatively 
slow speed permits unusually quiet 
air movement. Like other Trade- 
Wind models, the motor is com- 
pletely isolated from the greasy air 
stream. The unit is only 714” high, 
allowing easy installation within 8” 
joist spaces. It is 8%” wide and 
14” long. Write Trade-Wind Motor- 
fans, Inc., Dept. AL, 5725 S. Main 
St., Los Angeles 37, Calif. 





Machinists’ Vises 

An improved line of Columbian 
malleable iron machinists’ vises is 
announced by The Columbian Vise 
& Mfg. Company. An outstanding 
feature is use of a new type graph- 
ite-bronze, self-lubricating thrust 
bearing located at the front of the 
sliding jaw. This absorbs thrust of 
the steel screw head, provides easy 





and positive operation, at the same 


BuILpING Propucts MERCHANDISER 






statement time your 
easiest time, with — 


Make... 






NS 






a Uarco Register and Statement System! 


You make four records from one writing on a Uarco Register. 


One is your statement copy, to be placed in the customer’s 
file. One is your office copy from which amount, date and serial 
number are posted to a customer’s ledger. 


The other two records are a receipt for the customer and a 


receipt for delivery. 


Now note: to prepare statements, you simply transcribe date, 
number and amount from copy of each sale; total these 
amounts, staple copies to statement and mail. This finishes the 
job! No itemizing, no confusion, no mistakes—and statements 


get out on time! 


If statement time 
isn’t your easiest time... 


Mail this coupon—it brings you free samples of 
Uarco Statement Systems. Systems that are now used 
in lumberyards across the country—yard owners 
like yourself who discovered the easier Uarco way! 





UARCO 


INCORPORATED 





‘ Business Forms 


Factories: Chicago; Cleveland; Oak- 
land; Deep River, Connecticut; Wat- 
seka, Illinois — Sales Representatives in 
All Principal Cities. 








UARCO Incorporated 
Room 1628, 141 W. Jackson Blvd. 
Chicago 4, Illinois 


Please send samples of Uarco Record Systems for 
Lumber and Building Supply Dealers. (Please print. ) 


Nam@ccccccccccee eecces Cooeeeccesecessseseesee cose 
Street.cseees COPS HCHO EE EH EREEEEESESEEEESESESELOEES 
City eeccece SOCOHOOCH SESE SESE SESH SESE EE SESH SESE EEEEEES 
State..eee eeeesececsccee Coeccesecesececes eeecececsce 
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SOUTHERN DINE LUMBER 


KILN DRIED YELLOW PINE --- END-MATCHED FLOORING --- TIMBERS 





SOUTHERN HARDWOODS ::- GAK FLOORING 


- 


| | 


S.A. 


TEXARKANA U. 


SALES OFFICE 


DIBOLL ano PINELAND, TEXAS 


MILLS 














time preventing wear and elim- 
inating “end play.” The manufac- 
turer reports that, because of this 
bearing, Columbian Vises can be 
“pulled up tighter and held more 
securely—with less pressure than 
is required by ordinary vises.” 
Steel ball handle ends forged from 
the handle stock itself cannot come 
loose. These vises are made in all 
standard sizes, 3” to 8” jaw widths, 
“sledge-tested” malleable iron cast- 
ings are guaranteed unbreakable. 
Hardened tool steel jaw faces of 
“T” section design are pinned into 
the castings so they cannot come 
loose in use, but can be easily re- 
placed if chipped or worn. Write 
The Columbian Vise & Mfg. Com- 
pany, Dept. AL, 9021 Bessemer 
Ave., Cleveland 4, Ohio. 





Birch and Gum Flush Doors 


Wisconsin Flush Door Mfg. Co., 
manufacturer of Wisconsin Knight 
birch and gum flush doors, has 23 
different stock styles available in 
hollow, half-solid or full-solid cores, 
with or without lights. Popular 
model is the solid-core interior door 
constructed with built-in air vents 
and passages to prevent tempera- 
ture disturbances. Two lockblocks 
permit convenient hanging from 
either side. All doors have 3-ply 
Grade A veneer faces. Thousands 
of these Wisconsin Knight doors 
have been installed in homes and 
commercial buildings by private, 
cooperative, military and govern- 
mental purchasers. Distributors 
and dealers are invited to contact 
The Wisconsin Flush Door Mfg. 
Co., Dept. AL, 10101 Lyndon Ave., 
Detroit 21, Mich. 









QOD 


interior finish 


One Package Sales Kit 


A new “one package” advertising 
and dealer sales promotion kit de- 
signed to tie-in with the fall na- 
tional advertising campaign on 
Nu-Wood interior finish and Bal- 
sam-Wool insulation is now avail- 
able to dealers. Demonstrating the 
“mariner motif” in the room set 
shown is Theone Christie in the 
bathing suit. The new kits aug- 
ment advertising on the Nu-Wood, 
Balsam-Wool System which appear 
in leading consumer magazines. As 
each new room plan appears dealers 
who avail themselves of the service 
receive a 13 by 20 inch packet 
containing direct mail pieces, 
broadsides, wall and window post- 
ers, envelope enclosures, counter 
literature and full color counter 
cards, plus ad mat order blanks 
and free room plan sheets. A re- 
turn card in the kit gives the dealer 
an opportunity to order more lit- 
erature as required. The kit is a 
continuation of the company ad- 
vertising program which enables 
dealers to get extra profits in the 
big remodeling market. Write Ad- 
vertising Department AL, Wood 
Conversion Company, First Na- 
tional Bank Building, St. Paul 1, 
Minn. Et 


New Electrical Tape 


A new type of electrical tape 
made with Koroseal material is an- 
nounced by B. F. Goodrich, de- 
velopers of Koroseal. The adhesive 
is non-transferring, and can be 
pressed onto a dry surface in- 
numerable times without losing its 
stickiness. It will not transfer the 
adhesive from the face, lose its 
tackiness, or ability to adhere, 
sticks snugly and securely to itself 
and insulation around copper wire. 
This is not true with ordinary 
tapes, the company says. Other ad- 
vantages: a dielectric strength of 
8,000 volts, waterproof, highly 
abrasion resistant and flameproof, 
resistant to acids, oil alkalies and 
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corrosive salts. The new tape is 
extra thin, takes up less room in 
junction boxes and other tight 
quarters. Easy to use, it stretches 
ad conforms readily to irregular 
surfaces. The tape is packaged in 
a roll 60 feet long, is *4 inches 
wide, and .007 inches thick, and in 
a new eye-catching easy to use and 
carry metal container. A_ special 
shop carton holds 12 containers. 
Write B. F. Goodrich, Dept. AL, 
Akron, Ohio. 





from 1-X 1's long line of “Birch-ture” or “inomelure” Cabinetry. 
Your desler will be happy te assist you 
ln fermuleting your individvel instalation. 


T-XL FURNITURE COMPANY ine 














New Kitchen-Planning Folder 


“It’s Fun to Plan Your Kitchen”: 
this is the message which a new 
I-XL folder is bringing to home- 
owners and home builders. Accord- 
ing to Albert M. Deahl, executive 
vice-president of I-XL, the new 
planning folder is the simplest, .eas- 
iest to use ever devised, being 
practically foolproof. It embodies, 
he says, all the good points of other 
tested planning sheets and several 
new angles. The new folder enables 
the homeowner or the dealer’s 
salesman to expertJy fit I-XL 
kitchen units into any shape kitch- 
en. Instructions are complete and 
easily understood, including an 
example for the kitchen planner to 
follow. Dealers who would like a 
copy of the new kitchen-planning 
instruction folder should write 
I-XL Furniture Co., Dept. M, 
Goshen, Ind. 


Staize-Clene 


A new scientific discovery in 
paint formulation which prevents 
dirt and grime from penetrating 
into the pores of paint film has 
been announced by’ Enterprise 
Paint Manufacturing Company. The 
new patented paint is said to re- 
tain a new clean appearance con- 
siderably longer than other well 
known maintenance finishes. Called 
Staize-Clene the paint will stay 
clean 79 to 90 percent longer. Re- 
search indicates that Staize-Clene 
can be washed 18 percent faster. 


Burtp1inc Propucrs MERCHANDISER 





It is claimed that the use of this 
product will save up to 40 percent 
in maintenance costs. Staize-Clene, 
made with Syncon, covers most 
surfaces with one coat because of 
its unusual hiding power. It can 
be brushed, sprayed or _ roller 
coated. Research indicates that 
Staize-Clene brushes easier. It can 
be tinted with colors in oil and can 
be repainted without any special 
preparation of the surface. Staize- 
Clene is manufactured in non- 
yellowing white and eye rest colors 
in flat enamel and gloss enamel. 
Write Enterprise Paint Manufac- 
turing Company, Dept. AL, 2841 S. 
Ashland Ave., Chicago, III. 


Flatlux Regal Colors 


After five years of consistent 
color research and consumer cross- 


checking, The Patterson-Sargent 
Company this month will introduce 
an outstanding new line of majestic 
deep colors under the fitting title 
of Flatlux Regal Colors. Specifi- 
cally aimed at the consumer market 
for deep tone walls and woodwork, 
these new colors are completely 
washable and reportedly, unlike 
other deep colors now on the mar- 
ket, are non-burnishing. Tests con- 
ducted by laboratory technicians 
over the last six months showed 
that the new colors are extremely 
easy to apply with a roller and that 
they go on smoothly and easily 
without ghosting. Made with oil 
to provide a soft, velvet finish, 
Flatlux Regal Colors may be given 
any added degree of gloss desired 
by the user. Available in the popu- 
lar price range, the new colors will 
be known as Castle Gray, Moat 
Green, Empress Blue, Command 
Yellow, Palace Green, Guardsman 
Red, Crown Turquoise, Royal Red, 
Princess Pink, Coronet Brown, Im- 
perial Chartreuse and Duchess 
Green. Patterson-Sargent has also 
confirmed the addition of four 
brand new colors to its regular line 
of Flatlux, the one-coat wall paint 
made with oil. Write The Patterson- 
Sargent Company, Dept. AL, 1325 
East 38th St., Cleveland 14, Ohio. 






























a dependable 
source for 


SUPERIOR 
QUALITY 


BIRCH 


* 2 &® 
CARLOAD SHIPMENTS OF 


BIRCH 
PLYWOOD 


STOCK PANELS 


Grades A-A, A-1, A-2, A-3, 1-1, 
1-2, 1-3, 2-2, 2-3, 3-3. All thick- 
nesses: 4" to 34”. Complete stock 
sizes. 


BIRCH DOOR PANELS 
Grades available: A-3, 1-3, 2-3, 
3-3, in 1%” and 3%”. All panels are 
3-ply. 

All Birch plywood meets Bureau of 
Standards specifications. 


BIRCH VENEER 


Rotary and Sliced Cut Face Ve- 
neer. Standard Thicknesses, 
Lengths 30” to 100". Backs, Cross 
Banding and No. 1 Sheet Stock. 


L.C.L. or CAR 
SHIPMENTS 


now available from our new 


DETROIT WAREHOUSE 
including 
DOOR PANELS 


birch and gum and %%. 


STOCK PANELS 


birch and gum, all sizes 


SHEATHING 
fir and gum, all sizes 
Specify your Requirements 


x * * 


W.R.BRAUND 
Company 


Room 214 Wabeek Building 
276 West Maple Avenue « 
Birmingham, Michigan 


Telephone—Midwest 4-3450-51-52-53 
Birmingham TWX 500 


Detroit Warehouse— 
Tel. TY 4-4095 
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Combination 


SASH BALANCE 
and 


WEATHERSTRIP 








Available 
with or without bronze covers that completely 
hide spring, as shown above. 


PERMITS REMOVAL OF 
SASH WEIGHTS, INSULA- 
TION OF MULLIONS. 


Slash Labor Costs 


Simple installation allows one man to 
easily install 30 or more windows in 8 
hours. No high-priced skilled labor needed. 
This means you can get more satisfied 
customers at lower cost . . . higher profit! 


Tops in Operation! 


Smooth, positive action; accurate balance; 
finger-tip control plus the perfect seal 
against draft, dust, moisture. No wood-to- 
wood contact. Prevents sticking windows 
and window rattle. 






EFFICIENT 5723775 FOR OLD 
Low UWZ7ae OR NEW 
cost iazgZ? euiLvinG 


ATTENTION MILLS AND LUMBER YARDS 


IDEAL FOR PRE-FIT WINDOWS 
Can Also Be Sold in Single Unit Packages 


Mail this coupon today! 


eee w mma mene ew emt ee eee 


Milwaukee Strip Service, Inc. 
4621-23 W. Lisbon Ave. 
Milwaukee 8, Wisconsin 


Please rush me folder L-10 and price list of 
Milwaukee Combination’ Sash Balance Weather- 
strip. alt 


I am (please check) Building Contrac- 
tor ] Lumber Yard (J Installer 


138 





Concrete-Sealing Paint 


Concrete and cinder-block walls 
can be sealed against penetrating 
dampness with a new paint based 
on Bakelite styrene emulsion which 
also serves as a protective and dec- 


orative outer coating. Sprayed, 
brushed, or rolled on in two coats, 
the paint closes up moisture-ad- 
mitting pores in the walls and dries 
to a tough, long-wearing finish that 
outlasts many conventional paints. 
In many housing project units, the 
coating has been employed to pro- 
tect interior wall decoration from 
dampness while decorating the ex- 
terior walls. Also useful on com- 
mercial structures of cement or 
cinder-block where penetrating 
moisture tends to make produce 
spoil or machinery rust, the coat- 
ing is available in a wide variety 
of colors. Write Marvelite Paint 


Company, Dept. AL, 1237 Light 
St., Baltimore 30, Md. 








New Bending Tool 


Tal Bender, Inc., has developed 
an inexpensive bending tool which 
can be used in six different direc- 
tions. The new Tal 6-Way Hickey 
with its six no-slip bending jaws, 
is an ideal tool for making bends, 
elbows, sets, offsets, loops, saddles 
and stubs on open or slab work and 
in close quarters. The stub hole is 
a new feature devised for bending 








or straightening conduit protruding 
from concrete floors or walls. The 
long safety neck extends into the 
pipe handle, making this tool dan- 
ger proof against accidents caused 
by the pipe handle breaking. The 
sure grip jaws are another added 
safety feature against the hazard 
of the pipe slipping during the 
bending operations. Write Tal 
+o Inc., Dept. AL, Milwaukee 
, Wis. 





Four-Post Drawing Table 


. A four-post professional drawing 

table made with a sturdy hard 
maple frame and a 1 1/16” non- 
warping solid basswood drawing 
surface is announced by The Kings- 
ley Manufacturing Company. De- 
signed for use by draftsmen, engi- 
neers, architects, artists, and others 
requiring a large, substantial draw- 
ing surface, the table is available 
with tops in a large range of sizes 
beginning at 36” x 60”. Working 
height is a comfortable 37”. The 
hinged top is adjustable to a 55 
degree angle to meet any require- 
ment. A rounded hard maple apron 
is provided to protect large draw- 
ings, while a sturdy double footrest 
contributes to drawing comfort. 
Write The Kingsley Manufacturing 
Company, Dept. AL, 748 East 82nd 
St., Cleveland 3, Ohio. 


New High Speed Wood Bits 


High speed drilling of hard or 
soft woods, plywood, fibre-board, 
plastics and mica is one of several 
features claimed for new wood bits 
available from The Billings & 
Spencer Company. Especially de- 
signed for use with power tools, 
the new Billings Whiz Bits are 
said to perform efficiently in elec- 
tric or pneumatic portable drills 
and drill presses at speeds ranging 
from 450 to 3,500 rpm. Forged 
from tough, “moly” steel, the new 
bits reportedly bore end grain, side 
grain, through knots and partial 
holes at angles from 45° to 90° 
without preliminary starting. A spe- 
cially designed pilot point accurate- 
ly guides the bit on any course de- 
sired. Maximum drilling depth 
is 414” and chips are continuously 
unloaded in seasoned lumber. Bill- 
ings Whiz Bits are ideally suited to 
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home workshop as well as profes- 
sional use. The unusual, simple 
design of the cutting blades makes 
it possible for anyone to sharpen 
dulled bits with a flat file. Write 
the Billings & Spencer Company, 
Dept. AL, Hartford 10, Conn. 


Keystone's Ad Campaign 


A new and enlarged program of 
advertising and promotion is be- 


ing launched this fall to promote 


Keystone Aluminum Frameless 
Tension Screens manufactured by 
the Keystone Wire Cloth Co. 
Beeson - Fuller - Reichert, Inc., has 
been appointed to handle the Key- 
stone account, which also includes 
promotion of the firm’s line of 
Keystone Insect Screening. Leading 
trade journals will carry Keystone 
sales messages, while displays, a 
demonstrator model, literature and 
newspaper mats will be available 
to dealers for tie-in merchandising. 
The new campaign stresses the easy 
installation and easy handling of 
the Keystone Tension Screen which 
can be snapped in place at the top, 
and is held firmly at the bottom 
by patented adjustable fasteners. 
An exclusive feature, the sliding 
sill bar, assures a snug fit where 
the sill is uneven or out of level. 
Aluminum construction of the 
screen prevents rust and requires 
no painting. The screens can be 
easily removed and rolled up for 
Each screen is furnished 
complete with necessary hardware, 
available in wide range of standard 
and special sizes. Write Keystone 
Wire Cloth Co., Dept. H-14, Han- 
over, Pa. 


New Reciprocating Air Sander 

A new pneumatic reciprocating 
sander is announced by Detroit 
Surfacing Machine Company, man- 
ufacturers of electrically-powered 
Detroit Easy Finishers for some 15 
years. The new model operates with 
the same straight-line reciprocating 
action that has always been fea- 
tured in all model “Easy” Sanders. 
The company reports this action is 
highly desirable on many types of 
work as it permits sanding up to 
right angles and does not cut 
abrasive patterns. The unit is light 
in weight, weighing less than six 
pounds. A well-designed grip pro- 
vides for comfortable one-hand 
operation. For the convenience of 


BuILtpING Propucts MERCHANDISER 


‘ Machine Company, Dept. AL, 1310 


the operator, there is also a front 
handle that is very comfortable for 
overhead and other awkward ap- 
plications. This unit is said to be 
practically free of vibration. Effi- 
cient operating speed is maintained 
with air pressure of 70 pounds. The 
machine takes 1/3 of a standard 
9” x 11” sheet of abrasive paper. 
Another feature is an entire new 
type of abrasive holder, insuring 
ease in attaching even the coarsest 
abrasive grits 144 (40) paper or 
cloth back. For descriptive litera- 
ture write the Detroit Surfacing 





New I-XL Catalog 


A new 1951 catalog of I-XL built- 
in kitchen units, showing the com- 
Mich. plete range of patterns and sizes 


E. Eight Mile Rd., Detroit 20, 
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WALL PANELS 


--.and DON’T 
MISS SHOW- 
ING THEM TO 
YOUR CUS- 
TOMERS 








...for QUICKER, 
EASIER SALES 


Grani-lite Baked Finish Wall Panels have proved 
to be one of those rare products that has made an 
instant and lasting “hit” with customers. Grani- 
lite’s close resemblance to real polished granite, its 
new unusual colors, its four most popular patterns, 
and its better quality baked finish all account for 
its tremendous popularity. As a remodeling ma- 
terial for wall and ceiling installation, you'll find 
it a sure, fast seller just as soon as you start show- 
ing it. Because that’s the kind of materials you're 
looking for, why not get started on Grani-lite right 
away. 


= Ask Your Jobber to Show You Samples 
Co \4 Manufactured by... 


WALLACE MANUFACTURING CO. 


Mens e 
Were 10th and FAYETTE e NORTH KANSAS CITY, MO. 
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MIXES IN COLD WATER! 





CONSUMERS /eeen 
PATCHING 
PLASTER 


--- for cracks, holes 
and general repair 





Famous for 
QUICK SALES 
because it... 
1. Needs no sizing. 

Mixes white in cold water. 
Knits quickly to old plaster. 
Will not check or shrink. 

. Does not peel or crack. 


wk ON 


@ Available in 1, 21% and 5 lb. cartons; 


2, 5, 10, 15 and 50 Ib. paper bags; 100 
and 300 Ib. drums. 














—— 
ORDER FROM YOUR WHOLESALER 


OR DIRECT FROM US 





CONSUMERS GLUE CO. 


1515S N. HADLEY ST ST. LOUIS 6, MO. 











Sin ats ober 


-\E|; You Sell More 
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Get your share of the remodeling market! 
Builders and home owners alike find EZ-WAY 
Folding Stairways the practical way to con- 
vert waste space into attractive dens, play- 
rooms, bedrooms and storerooms . .. the 

rfect answer to more room for living! 

Z-WAY Folding Stairways come completely 
assembled, jamb included, panel attached for 
easy installation. 


WRITE FOR NAME OF NEAREST DISTRIBUTOR! 


EZ-WAY SALES, Inc. 


100, DEPT. 4 ST. PAUL PARK, MINNESOTA 
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for 12” to 84” widths, has just 
come from the press. It tells of 
I-XL’s 97 years of woodworking 
experience, how carefully I-XL 
kitchen units are constructed, and 
the many merits of I-XL kitchen 
cabinets and custom-built sink tops. 
For copy, write I-XL Furniture 
Co., Dept. AL, Goshen, Ind. 











mee 


New Storm-Screen 
Combination 


Recent addition of a Storm- 
Screen Combination to the prod- 
ucts of Andersen Corporation, 
makes a complete unit of the An- 
dersen Pressure Seal Double-Hung 
Window. The new Andersen Storm- 
Screen is now available from stocks 
of Andersen distributors. For- 
merly, screens for the Pressure 
Seal Unit had to be purchased from 
local millwork sources. The Ander- 
sen Storm-Screen features a full 
length wood screen reinforced by:a 
narrow aluminum center bar. Two 
lightweight wood storm panels fit 
into the screen from the inside. 
They are held in place by thumb- 
operated fasteners. Simplicity of 
the Storm-Screen makes for great 
convenience, Andersen officials say. 
The combination hangs from stand- 
ard hardware and uses standard 
friction operators. Screen remains 
on the window all year, which both 
reduces storage problems and fur- 
nishes extra insulation in winter. 
Write Andersen Corporation, Dept. 
AL, Bayport, Minn. 


New Roof Maintenance 


A new method of restoring and 
maintaining the serviceability of 
weather-worn industrial roofs is 
announced by the Addex Corpora- 
tion, following a three-year re- 
search and field exposure program. 
Consisting of chemically treated 
liquid asphalts, reinforced mechani- 
cally by a flexible mesh of glass 
fibers, Roof-Shield forms a heavy 
duty monolithic blanket which 





seals the existing roof surface from 
parapet wall to parapet wall. The 
new method makes it possible to 
use protective bitumens at unusual 
thicknesses because they are sup- 
ported by a skeletal reinforcement 
of water-impervious glass fibers 
rather than laminations of roofing 
felts. The product may be applied 
by brush or spray direct to almost 
any worn built-up asphalt roof sur- 
face with a minimum of patching 
and preparatory labor, even though 
the roof may be badly alligatored, 
Write Addex Corporation, Dept. 
me 2130 E. 105th St., Cleveland, 
io. 





New Portable Shoctete Drills 


Pet Superduty portable electric 
drills are built.in different power 
and speed models to cover the speed 
and torque requirements in produc- 
tion, construction, and maintenance 
use of 44-inch, %¢-inch, and %-inch 
capacity portable electric drills. 
Compact, balanced, streamline de- 
sign; body of aluminum die cast- 
ings for combined strength and 
light weight; dynamically balanced 
armature for smoothest running; 
precision-cut, heat-treated alloy 
steel gears; adequate forced ven- 
tilation for coolest operation at 
peak power in continuous use are 
some of the features of this line 
of Superduty drills. All the %%4- 
inch models and the extra heavy 
duty models in the 34-inch and %%- 
inch capacities have ball and needle 
bearings throughout. The 14-inch 
capacity drills are offered in stand- 
ard duty, heavy duty, and extra 
heavy duty models with a choice 
of eight speeds (500 to 5,000 rpm. 
no load), also a choice of either 
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pistol grip or saw type handle to 
suit operator preference. The *%- 
inch capacity drill is available in a 
heavy duty and an extra heavy 
duty model with no-load speeds 
from 400 to 1,000 rmp. The %-inch 
capacity drill is made in a standard 
duty, heavy duty, and extra heavy 
duty model with a speed range of 
500 to 600 rmp. Write Portable 
Electric Tools, Inc., Dept. AL, 335 
West 83rd St., Chicago 20, IIl. 








New One-Hand Stapler 

A handy new pocket-sized 
stapling gun packs five times the 
power of ordinary one-hand indus- 
trial tackers, according to The Hel- 
ler Company of Cleveland. This 
streamlined tool is the first one-hand 
stapler capable of fastening metal 
or fibre shipping tags to export 
boxes. It saves time and manpower 
for the shipper, fastening tags in 
one-fifth the time needed for ham- 
mer and nails. The operator holds 
the tag in place with one hand, 
then shoots staples as fast as firing 
a Colt automatic. Heller heavy duty 
staples are five times normal size, 
and grip the wood securely with 
a super-clinch locking feature. The 
Heller one-hand Stapling Gun, 
backed by a 10-year guarantee, is 
also used for stapling shipping list 
protectors, linings of export boxes, 
fibre packing list covers, railroad 
box car linings, car identification 
tags and many other operations 
where speed and secure fastening 
are needed. Write The Heller Com- 
pany, Dept. AL, 2149-H Superior 
Ave., Cleveland 14, Ohio. 


New Wallboard Tape 


An improved wallboard tape fea- 
turing an all-over sanded surface 
is being offered by The Marvan 
Corporation, specialists in the man- 
ufacture of tape for dry-wall gyp- 
sum board joint construction. Ac- 
cording to the manufacturer, the 
new tape known as “Marvanized” 
tape offers superior bonding quali- 
ties and makes a firmer joint. A 
hemp fiber content of approximately 
50 percent produces a strong, dur- 
able tape with maximum resistance 
to stretching or softening when 
wet. The lay of the fibers in Mar- 
vanized tape likewise contributes to 
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The most complete publication 


of its kind in eat 


METAL LATH 


and Plastering Accessories 


CATALOG and MANUAL 


Every Building Supply Dealer, 
Every Builder and Contractor 
should have a copy—and use it. 






We'll gladly mail your FREE copy on request. 





Penn Meta Company, INC. 


General Sales Offices: 205 East 42nd Street, New York 17, N. Y. 


District Sales Offices 
Boston . New York . Philadelphia . Chicago . Detroit . are ltolacel Xelity 
Seattle . Los Angeles . San Francisco . Dallas . Parkersburg, W. Va 
Factory. Parkersburg, W. Va 




















C ALDER Manufacturing Co., Lancaster 4, 
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increased tensile strength, both 
lengthwise and crosswise. Lateral 
tensile strength is especially impor-~ 
tant in preventing edge cracks 
since any “pull” of the wallboard 
at the joints is across the tape. 
“Marvanized” tape has crcsswise 
expansion of only approximately 
2% (usual specifications permit 
4%). Lengthwise stretch is like- 
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1. CEILING TILE & PANEL BOARD 
2. BLANKET & BATT INSULATION 


Reduce application costs! 


éT3- 
TRIGGER FAST! 


“T3" Model loads 84 flat wire 
Markwell Staples sizes ““L3A’”’ 
(%” leg), “L3B” (5/16” leg) and 
“L3D” (9/16” leg). 


“‘L4”" Model loads 157 round wire 
Markwell Staples sizes ‘“‘L4A”’ 
(%” leg), “L4C” (%” leg) and 
“LAD” (%” leg). 

FREE FACTORY SERVICE 
Tackers Completely Overhauled 
New Parts 
Returned Immediately 

To Users of Markwell Tackers 

and Markwell Staples 














Catalogue on request 








MORKRWUSLL 


Manufacturing Co., Inc. Industrial Products Division 


wise exceptionally low — only 
18/100ths of 1% per foot. For 
samples and test data write The 
Marvan Corporation, Dept. AL, 
P. O. Box 219, West Hartford, Conn. 


SEND FOR THESE: 


“Color Story” is an attractive bro- 
chure fresh off the presses by East 
Coast Tilebord Corporation. In addi- 
tion to offering a true facsimile color 
rendition of the East Coast line, the 
brochure illustrates in 6 easy stages 
the proper installation of this deco- 
rative panelboard. A special feature 
is its “built-in polish.” Also given 
are suggested typical installations. 
The East Coast line comprises stand- 
ard sheet sizes of board in scored 
patterns (4” tile squares), unscored 
and streamline (18” horizontal 
scores). There are 16 colors including 
the exclusive “Iridescent” colors in 
new marbelized effects. For copies of 
“Color Story” write East Coast Tile- 
ag Corp., Dept. AL, Brooklyn 37, 
is Se 


“Coralux Acoustical Plaster” is a 
detailed four-page brochure on Schund- 
ler Coralux Acoustical Plaster, with 
additional information on Coralux 
Acoustical Plaster and Coralux Fin- 
ish Coat. This interesting brochure 
contains actual blown up photographs 
of acoustical surface as well as com- 
plete instructions for applying mate- 
rial and additional specification and 
performance data. For copy write F. 
E. Schundler & Co., Inc., Dept. AL, 
504 Railroad St., Joliet, Ill. 


Approved by Insulation Board 
Manufacturers in applying Ceiling 
Tile and Panels. The Markwell 
“T3D” (9/16” leg) Staple is driven 
flush into the nailing tongue of the 
tile. The Markwell gun type tacker 
eliminates damaged edges on tile. 


Trigger action drives 
staples flush into rafters, 
joists and studs. A gun 
type Insulation Tacker 
eliminates danger of punc- 
turing paper backing on 
batts and blankets. Use 
“L3D” Staple in putting 
up Backer Boards, 





200 Hudson St., New York 13 
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National Gypsum has _ published 
two 8%x11” folders containing de. 
scriptions and specifications on 2-inch 
solid Gypsum lath and plaster par. 
tition, and perforated asbestos and 
Zerocel wool. The former is a 12-page 
folder completely illustrated as to 
installation methods; the latter is a 
4-page publication illustrating applica. 
tion of the company’s Gold Bond 
acoustical system in a famous concert 
hall. Write National Gypsum (Co, 
Dept. AL, Buffalo 2, N. Y. 


Superlite Prefinished Wallpanels are 
now individually sampled in an in- 
genious little color-range folder, to 
fit in your pocket. The sample con- 
tainer is only 4” square, and holds 
an actual 4”x4” sample of Superlite 
Wallpanel. In addition, the folder 
carries color chips of the 12 available 
colors. Sheet sizes and other perti- 
nent information are shown on the 
back. Various uses and advantages 
of Superlite Wallpanels are also high- 
spotted. This pocket-size folder, with 
sample piece and complete color 
range, offers an excellent way of 
sampling any prospective purchasers 
of this quality prefinished wallpanel- 
ling. Write Superior Wall Products 
Co., Dept. AL, 4401 N. American 
Street, Philadelphia 40, Pa. 


Chambers Decentralized Cooking 
Equipment is the title of a hand- 
somely printed brochure with pliofilm 
cover, illustrating the Chambers cor- 
poration’s line of ranges, built-in 
ovens and couking tops. Sketches of 
recommended installations are _ in- 
cluded. The brochure is designed for 
consumer use and makes an unusually 
attractive reference source when dis- 
played in model-kitchen departments. 
For copy write Chambers Corp. 
Dept. ALT91, Shelbyville, Ind. 


Red Devil Tools has issued a new 
96-page catalog (No. 21) covering all 
Red Devil products. Profusely il- 
lustrated and designed for quick ref- 
erence use, the catalog includes glass 
cutters and all types of glaziers’ tools; 
putty knives and wall scrapers; wood, 
paint, and glass scrapers; paint con- 
ditioning machines; floor conditioning 
machnery, and many hardware spe- 
cialties such as_ electric fencers, 
Grady wedges, roller painters, pot 
cleaners, and masonry drills. Displays 
and other merchandising aids are also 
described. Product specifications are 
interspersed with valuable directions 
and technical data relative to proper 
tool application and care. For copy 
of the new catalog write Red Devil 
Tools, Dept. AL, Irvington 11, N. J. 


Fenestra Industrial Steel Windows 
is a special 8-page catalog prepared 
by Detroit Steel Products Company 
for the use of architects, engineers, 
contractors and others concerned with 
Fenestra “Engineering” Products. The 
catalog describes pivoted, commercial 
projected, and security windows for 
industrial and commercial buildings. 
It provides engineering information 
about Fenestra industrial steel win- 
dows, including hot-dip galvanized 
and bonderized windows; shows con- 
struction features, methods of opera- 
tion, installation instructions; and 
gives complete specifications and 
charts of sizes. For copies write 
Detroit Steel Products Company, 
Dept. AL, 2244 E: Grand Blvd., De- 
troit 11, Mich. 
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You too can put money in the bank when 
you use and sell Mengelux from AETNA. 


Mengelux is the fancy face plywood without 
(j a fancy price tag. It costs less because the 


wood is used just as it comes from the tree, 
retaining the beautiful natural wood effects. 


WALNUT, BIRCH, OAK, MAHOGANY 


Standard Sizes 4", 34” thickness 












Try a sample order of Mengelux panels 
and see what this inexpensive hardwood 
plywood can do for your sales. It costs you 
only a three-cent stamp to get full informa- 
tion on how to start your own “savings 
account” with Mengelux. 


Write AETNA today for literature, 
samples and quotations on your 
requirements. 


AETNA PLYWOOD & VENEER CO. 
1732 N. Elston Ave., Chicago 22, Ill. 


ARmitage 6-7100 — Teletype: CG305 


BRANCH WAREHOUSES: Grand Rapids; Indianapolis; Rockford, Ill. 


SALES OFFICES: Detroit; Minneapolis; Springfield, Ill.; Milwaukee and 
Green Bay, Wis.; Richmond 26, Va.; Marion and West Lafayette, Ind. 
SEE PHONE BOOK 


hour Customers. 
\ want PE =z 


-ELECTRIC 
HAND SAW 


ZEPHYR Model 625 


The Saw with All the Features 


Depth of cut, 2%” 

Adjustable for depth and angle 
of cut 

Adjustable ripping fence 
Telescoping safety guard 
Weight, aprox. 10 lbs. 


ey 
Other Nationally 
Advertised Tools: 


Electric Drills and Drill Kits, 
Paint Spray, Bench Grinder, 
Sanders, and Polishers. 














Carrying Case protects 
saw and cord. Extra 
blades carried in base. 





Saw Tables bench and 
floor models convert 
saw to tilting-arbor 
table saw. 


Ask your distributor today, or write for 
attractive dealer proposition with merchan- 
dising helps. 


PORTABLE ELECTRIC TOOLS, 
335 West 83rd Street, Chicago 20, Ill. 
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Please cond in freight bill promptly for credit. 





Stop and take a good hard look at the W. T. Ferguson in- 
voice above dated March 1894! Although the figures have 
changed considerably since that day—the quality and manu- 
facture of Ferguson lumber have constantly improved. 


For prompt dependable service on your lumber 
needs—you need look no further than Ferguson. 
Write, Wire or Phone. 


SOUTHERN PINE 
SOUTHERN HARDWOODS e WEST COAST WOODS 


W. T. FERGUSON LUMBER CO. 


St. Lovis 1, Mo. * Phone: Chestnut 8646 





Since 1893 e 











Bargain “specials”*’in 


MAPLE FLOORING 


Accumulated quantities of beautiful rock 
maple flooring that will make excellent 
“leader” specials. Attract self-helping 
home owners as well as contract builders 
with these bargains—and pocket a nice 
profit! 


Telephone Houghton (Michigan) 852 
about available items—or wire us for cur- 
rent list. Do it NOW! 


HORNER FLOORING COMPANY 


215 Maple Ave. Dollar Bay, Mich. 


HORNER 


the oldest 
name in 
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NAMES IN THE NEWS 





Chambers Units Shown at Chicago Home Building Center 
Yy 


A. H. Scheffer, 
sales manager of 
the Chambers 
Corpora- 
tion, Shelbyville, 
Ind., examines 
the firm’s built- 
in gas cooking 
units on display 
at the year-round 
Chicagoland 
Home Building 
Center, Chicago. 
An  In-a-Wall 
oven, with a red 
porcelain enamel 
door, and a drop- 
in cooking top 
are shown as 
part of a model 
kitchen built by 
Mutschler 
Brothers com- 
pany, Nappanee, 
Ind. The display 
is viewed week- 








“ly by more than 1,500 architects, contractors, and others interested in home 
building in the Chicago area. Center is operated by Chicago Metropolitan Home 


Builders Association. 





Westinghouse Officials Pose with 4,000,000th Refrigerator 


Another’ mile- 
stone in the com- 
pany’s produc- 
tion history was 
marked recently 
when the 4,000,- 
000th refrigerator 
rolled off the as- 
sembly lines at 
the Westing- 
house Electric Ap- 
pliance Division 
plant at Mans- 
field, Ohio. Com- 
pany officials ad- 
miring the 4,000,- 
000 unit, shown 
here, are left to 
right: George H. 
Meilinger, man- 
ager of the 
household refrig- 
eration depart- 
ment, John J. 





Anderson, merchandise manager, and O. H. Yoxsimer, manager of the cabinet 
engineering department, The 4,000,000th refrigerator features the Frost-Free 
fully automatic defrosting system, the latest in important consumer benefits 


pioneered by Westinghouse. 





Great Lakes Plywood 
Expands Chicago Facilities 


Great Lakes Plywood, Inc., divi- 
sion of Plywood, Inc., manufac- 
turers and wholesalers of Multi- 
wood plywood and veneers, has 
expanded its facilities in the Chi- 
cago area with the opening of its 
new offices and warehouse at 2333 
So. Halsted St., C. A. Zimmer, 
president, announced. 


The company has for several 
years maintained sales headquar- 
ters at 600 So. Michigan Ave. Its 
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new building adds 43,000 square 
feet of warehouse space, all on one 
floor, to permit the local stocking 
of a complete inventory of plywood, 
veneers, and allied products. Acces- 
sibility of location, and provision 
of modern mechanical handling 
equipment, make for fast, efficient 
service, Mr. Zimmer said. 

In charge of the Chicago opera- 
tion as divisional manager is John 
G. “Fritz” Felker, former head of 
the Plywood, Inc., Grand Rapids di- 
visional warehouse. Mr. Felker has 
had wide experience in the lumber 
industry. 





C. G. Wollaeger 
Heads New Business 


After 6 years as vice-president in 
charge of sales for Aetna Steel Prod- 
ucts Corp., C. G. Wollaeger has re- 
signed in order to devote his efforts 
to his own enterprises. These are 
Casings, Inc., manufacturers of steel] 
casings for door and window trim— 
and a newly formed company, Dry- 
wall Trim, Inc., which has already 
started production on a new type of 
steel door and window casing that is 
said to greatly facilitate dry wall 
installations. The new. product, for 
which patents are pending, affords an 
ingenious, tight, clamping grip to 
wall boards. 

Mr. Wollaeger, prior to his affilia- 
tion with Aetna Steel Products, was 
for 20 years associated with the In- 
land Steel Products Co. of Milwaukee 
(formerly Milcor, Steel) in the capac- 
~ of vice-president in charge of 
sales. 


Kochton Plywood Opens 
Indianapolis Warehouse 


Kochton Plywood and Veneer Co., 
Inc., Chicago, set aside Oct. 3, from 
8 a. m. until 8 p. m., to celebrate the 
grand opening of its new warehouse 
at 777 N. Tibbs Ave., Indianapolis, 
Ind. Company officials believe the 
warehouse is the most modern in the 
middle west. 

Refreshments were served during 
the day and a hot buffet dinner was 
served at 6 p. m. to customers, sup- 
pliers and friends. 


Sweet Lumber Plans 
New Building Construction 


The R. L. Sweet Lumber Company 
will build a $400,000 plant at 4400 
Roe Lane, Wyandotte County, Kan. 
Plans were outlined by President Rob- 
ert L. Sweet at a dinner for 37 execu- 
tives of the firm. The two main 
buildings which will contain about 
52,000 square feet of floor space, 
should be completed in about a year. 

The facilities occupied 16 years at 
3300 Southwest Blvd., were destroyed 
by the flood and fire in July, and will 
not be rebuilt. Facing Roe will be a 
unit to handle retail sales. A ware- 
house containing 36,000 square feet 
will be at the rear of the acreage and 
will serve contractors and industrial 
buyers. There is 800 feet of railroad 
siding on the tract which is between 
Kansas City, Kan. and Johnson 
County. 


Jack Parker Heads 
New Wallboard Firm 


Jack L. Parker, formerly executive 
and sales manager of Roxdale Build- 
ing Products of N. Y. is now president 
of his own firm, Panelboard Manu- 
facturing Co., Inc. of Englewood, 
N. J. This newly organized firm spe- 
cializes in the manufacture of tile- 
board, wood grain finished hardboard 
and wallboard accessories. Mr. Park- 
er, himself, will be no stranger to 
wallboard dealers and distributors, 
many of whom he knows personally 
as a result of his long experience in 
the wallboard field. 

Distribution of Panelboard products 
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DISTRIBUTING YARDS IN 
CHICAGO AND ST. LOUIS 











BERYL 
it 1 
BRUCE WE SELL TO SERVE AGAIN 
MELVIN 
Manufacturers of Quality Southern Pine and Hardwoods MILLS 
Our customers tell us Anthony Brothers’ ber and our years of experience, you are ee — ne 
stock is of matchless quality. Because of assured of getting top quality lumber. Let Mn ee 
our three mills cutting over 40,000,000 feet us prove it... Try @ car. 
annually, equipped with the latest ma- Write, wire or telephone for latest Urbana Lumber Co........ Urbana, Arkansas 


chinery, an excellent supply of good tim- quotations. CWE, THN cveecesesocsios Mo. Pac. R.R. 


P.O.BOX 86 URBANA. ARKANSAS 


Anthony-Williams Lbr. Co....Calion, Arkansas 
BEES GREE wosesksuscswenwoce CRI&P R.R. 
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AAI Clements Dumber Co. 


MANUFACTURERS & WHOLESALERS + DOUGLAS FIR LUMBER 
EUGENE, OREGON + P.0. BOX 908 - PHONE 5-3317 + TELETYPE EG 049 


e@ Standard Strip 

e@ Prefinished 

e@ Oakblok 

e@ Plank 

e@ Square Edge Strip 


D.L.FAIR LUMBER CO.-LOUISVILLE.. MISS. 


MEMBER NOFMA 
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has already begun in the northeast 
and will be expanded as production 
increases. Of particular interest to 
the industry has been the fine wood 
grain finishes on hardboard that the 
firm is producing. By an entirely new 
process, Panelboard reproduces ex- 
actly such wood finishes as mahogany 
and walnut directly on hardboard 
sheets at extremely low prices. 

For those desiring further infor- 
mation regarding this new wallboard 
firm, write directly to Mr. Parker at 
Panelboard Mfg. Co., Inc., 210 S. Van 
Brunt St., Englewood, N. J. 





Twenty Million Cans of Kem-Glo 


A. W. Steudel, (right) president of 
The Sherwin-Williams Co. receives 


the 20,000,000th can of Kem-Glo 
enamel from Dr. N. E. Van Stone, 
vice-president, under whose direction 
this product was developed. The 
phenomenal sales record for Kem-Glo 
was made during the past three years. 
It was introduced in September, 1948. 


New U. S. Plywood Warehouse 


Completed in Los Angeles 


A new plywood warehouse, said to 
be the largest in the United States, 
has just been completed for United 
States Plywood Corporation in Los 
Angeles, Calif., S. W. Antoville, vice- 
president, announced. Donald L. 
Braley, veteran west coast plywood 
expert, has been named manager of 
the new warehouse, located at 4480 
Pacific Blvd., Los Angeles. 

The new warehouse, actually a 
complete distribution unit, contains a 
60,000-foot storage area, a 6,000-foot 
office, showroom and sales room 
center, and a 30,000-foot paved area 
for customer parking and_ truck 
maneuvering. Loading and siding fa- 
cilities permit four box cars and 
eighteen trucks to be handled simul- 
taneously. 

Construction of the new unit, which 
replaces a smaller Los Angeles ware- 
house, is of reinforced concrete, tilt-up 
type with clear spans of 80-feet be- 
tween two rows of posts. The entire 
area is sprinkler-protected. Offices 
are completely air-conditioned and 
sound-proofed, and generous areas 
are allotted to displays of various 
types, which include Weldwood 
Honeycomb doors, Novoply wall par- 
titioning, Weldtex and Plankweld 
panels, and built-in furniture. These 
will accommodate lumber dealers, 
architects and their clients for final 
selection of U. S. Plywood products. 
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Black & Decker Xmas Promotion 


A special 
Christmas __ pro- 
motion which en- 
lists the aid of 
Santa Claus was 
recently = an- 
nounced for 
Home - Utility 
Tools by The 
Black & Decker 
Mfg. Co., Tow- 
son 4, Md. All 
purchacers of the 
Home - Utility 
Merchan- 
dising Deal _ be- 
tween now and 
Christmas will 
automatically re- 
ceive dramatic- 
ally colorful, sea- 
sonal promotion- 
al material in- 
cluding a_ giant 
window display (30” x 30”), display 
board for the Merchandiser (17” x 
17”) and a window streamer (20” x 
9”) showing Santa in his sled with 
a full load of Home-Utility Tools. 
These purchasers also become official 
authorized dealers of the Home- 
Utility line permitting them to par- 








ticipate in the complete program de- 
veloped by Black & Decker. A large 
advertising campaign at Christmas 
time in national consumer publica- 
tions will support dealer sale of 
Home-Utility Tools and Accessories. 
Radio scripts and advertising mats 
will be available to all dealers free. 





Sloane-Blabon Reports Roto Ad Drive Success 


Results of 
Sloane - Biabon’s 
Texfloor lino- 
leum and tile ad- 
vertising cam- 
paign which ap- 
peared earlier 
this spring in 
full color on 
pages of roto- 
gravure sections 
of Sunday news- 
papers have been 
highly _ satisfac- 
tory, Wilbur 
Newman, vice- 
president in 
charge of sales, 
recently re- 
ported. 

He said that a 
study of dealers 
in key sales areas 
where the adver- 
tising appeared, disclosed that 75 per- 
cent of the deaiers were enthusiastic 
about sales of Texfloor resulting from 
the promotion. 

Mr. Newman, in complimenting 
dealers on their individual tie-ins 
with the company’s effort, said that 
Sloane-Blabon’s Texfloor linoleum 
and tile were displayed in 85 percent 
of the stores surveyed and that 84 
percent of the dealers used some or 
all of the display materials which the 
company supplied. He said that the 





survey was made of 133 dealers in 
Philadelphia, Milwaukee, St. Louis, 
Buffalo, Pittsburgh, and on Long Is- 
land, which comprise a representative 
cross-section of the areas where the 
campaign appeared. 

Sloane-Blabon’s rotogravure adver- 
tising campaign was keyed to a 
“Home Beauty Show” theme, while 
on a page directly opposite the copy, 
a separate black and white insertion 
listed dealers in local markets who 
carry the Texfloor line. 





Schoenike Awarded Mande 


Research Fellowship 

The School of Forestry has an- 
nounced that Roland E. Schoenike, a 
1951 graduate of the University of 
Minnesota School of Forestry, has 
been awarded the Minnesota and On- 
tario Paper Company Graduate Re- 
search Fellowship in Forestry for 
1951-52. Established in 1946, the 


Mando Fellowship provides for studies 
concentrated on forestry problems 
meriting special attention. This 
year’s Fellowship, said Dr. Kaufert, 
Director of the School of Forestry, 
will be used .to continue the pre- 
viously initiated study of reproduction 
on recently cutover State and private 
lands and to begin an investigation 
of the regeneration status of uncut 
black spruce swamps. 
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GLASS CUTTERS 


Engineered to cut 


CLEAN 
ACCURATELY 


with less effort 
Twelve in a display 
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Say or Venera se 
on? 
/ 


A Product of 


Rad Devit Toots 


Irvington 11, N.J., U.S.A. 














Top Quality 
West Coast Woods 


woepe 
New 6-ff. band mill as 


7 New planing mill Pine 


A New dry kilns © Sugar Pine 


With the completion of the new band PMD 
mill, plan lee ot cell ie ie of our uglas 


subsidia ie, Cate n Oregon Plan ing Mill Fir 


o. Inc., a in better position than 
mm @ White Fir 









_ 


ne: Centr uh tied, Greene 1091 

‘ae Sales Agents for o £ : 

Southern Oregon Planing Mill Co., Inc Seas 

Jackson Creek Lumber Company, Inc. 
Reputable Sales Representatives Throughout the Nation. 

H. G. Dowson A. W. Lingaas 





For over 23 years our Company has spe- 
cialized in the manufacture of Oak Floor- 
ing. Our Ozark Brand Oak Flooring is 
made from selected stock, properly sea- 
soned in Moore Cross-Circulation Kilns. 





Our plant is modern throughout and 
machine work unexcelled. 


Ozark Brand Oak Flooring is expertly 
graded in accordance with NOFMA grad- 


ing rules. 
Try Ozark Brand 


Oak Flooring 
You'll like it. 





THE OZARK OAK FLOORING CO. 
MISSOURI 
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RAINY LAKE LUMBER CO. Ltd. 


2020 Chicago Title & Trust Bldg., CHICAGO 2, ILL. 
Selling the Products 


of J. A. Mathieu, Ltd., Rainy Lake, Onf. 
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Perlite Institute Wins 
ATAE Grand Award 


The Perlite Institute, comprising 
38 processors of this volcanic glass 
aggregate for light-weight concrete 
and plaster, received the Class 1-A 
Grand Award of the American Trade 
Association Executives at the opening 
luncheon of the ATAE annual meeing 
in Chicago, September 17. 

The award was presented to Whar- 
ton Clay, secretary-treasurer of the 
Perlite Institute, by Wesley Harden- 
bergh, president of the American 
Meat Institute and a past president 
of ATAE. The Hon. Charles Sawyer, 
Secretary of Commerce, headed a dis- 
tinguished jury which selected the 


WHARTON CLAY, receives the Class 
1-A Grand Award for the Perlite In- 
stitute. 











Amos-Mosson 
Lumber Co., Inc. 
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Silent Hoist & Crane COc, 
Brooklyn 20, N.Y. 
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Yes, from the loading, sorting of lumber—to the 
high stocking of unitized or off-balanced loads— 
to the loading out of finished product on trucks 
or freight cars, the efficient use of a “Silent 
Hoist” Fork LIFTRUK may often produce sav- 
ings in materials handling cost as high as 75%. 


FREE! write ror tLUSTRATED BULLETIN No. 77 


SILENT HOIST & CRANE CO. 


Pioneers of Heavy Duty Materials Handling Equipment 





860 63rd STREET, BROOKLYN 20, N. Y. 





award winners in the fifteenth year of 
this competition among the approxi- 
mately 1,000 members of the trade 
association group. 

The citation for the award to the 
Perlite Institute read as follows: 


“__for its excellent services to its 
industry and the public and espe- 
cially for its notable educational 
program explaining and _  pro- 
moting many uses and applica- 
tions of perlite. In a period of 
less than two years, the Insti- 
tute accomplished the recognition 
of perlite by building contractors 
and Government officials as a 
valuable product in building con- 
struction. Its research efforts led 
to uniformity of production, to 
the development of testing meth- 
ods of great value in proving the 
merit of perlite as an aggregate, 
and to a broadened market in 
other fields. The national welfare 
benefited by the availability of a 
new and useful product of high 
quality and significant economic 
value.” 
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Morgan Dealers See Big 
Volume of "Inside Business" 


Backed by increased cabinet pro- 
duction at the mill, and extensive 
merchandising support in the form 
of planning books, newspaper ads, 
posters and direct mail, Morgan 
Woodwork dealers are lining up a 
considerable amount of “Inside Busi- 
ness.” This includes Kitchen Cabinet 
Installations, and Morganwall Storage 
Units, assemblies of Morgan Cabinets 
as permanent walls, dividers, or par- 
titions for storage in the home. These 
units, for remodeling or new con- 
struction, are reportedly a natural for 
keeping business moving during fall 
and winter weather when outside work 
is limited. 

The campaign is already receiving 
enthusiastic support from dealers and 
contractors. Local ads urge home- 
owners to visit the dealer’s yard or 
store, select various units and assem- 
blies from suggestions offered in 
Morgan planning books for Kitchens 
and Morganwalls. 

W. D. Sawler, Morgan merchandis- 
ing director, reports a decided trend 
to wood cabinets following a swing 
through 14 states. Many homeown- 
ers are showing a preference for pro- 
vincial-style kitchens with natural 
wood cabinets, colorful decoration, ex- 
posed copper utensils, counter-height 
ovens and work surfaces. Many Mor- 
gan installations in various areas 
confirm this trend, and the current 
literature used by Morgan dealers 
shows photos of how it is being done. 
ag the Morgan Company, Oshkosh, 

is. 
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NAIL & WIRE FABRICATORS, INC. Moulding Pine Finish —@ We are in a position to Ship Oak 
Flooring and Air Dried Yellow Pine Boards 
1311 Nostrand Ave., Brooklyn 26, N. Y. in the Same Car 


Plant at HURTSBORO, ALABAMA e Phone 129 
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DOOR & WALL 
PANELS 
CORNICES 
CHAIR RAILS 
CLOSET SHELVES 
MANTELS, etc. 


BENDIX 


mouldings & 
ornaments 
in 
traditional & modern designs 
A wide selection of embossed 
and deeply-carved wood 
mouldings available for im- 


mediate delivery. Write for 
illustrated catalog. 


BENDIX MFG. CO. 


192 Lexington Ave. 
New York 16, N. Y. 



























NATIONALLY ADVERTISED 


Brown’s SUPERCEDAR is nation- 
ally advertised in House and 
Garden, House Beautiful 
and Small Homes Guide. 
Cedar closets help sell 
homes—help rent 
apartments. 

















” ALL WIDTHS 
40’ TO PKG. 


PACKAGED { 
SEALED 


Brown's sealed pack- 
age protects the aroma 
and makes it easy to stock 

and sell at a good profit. 
Ready for use—dressed, tongue 
and grooved and end matched. 
Write for builders folder and 
consumer booklet. 


Product of 


GEO. C. BROWN & CO., Inc. 
GREENSBORO, N. C. Established 1896 


Largest Manufacturers of 
Aromatic Red Cedar in the world 
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Coralux Selected for Roof With Steep Pitch 
Coralux Perlite Concrete Aggregate 


was selected for the roof of the 
United Presbyterian Church, Rock Is- 
land, Ill., because of its particular 
insulating and mixing qualities. Due 
to the steep pitch of the church it 
was necessary to have a material that 
could be mixed with the least amount 
of water so that the concrete would 
not slide under application and still 
provide sufficient insulation. 

The roof is of pre-cast concrete 


Pie 3 


Machine Simplifies Plastering 


Combination of Zonolite vermiculite 
aggregate plaster and the E-Z-On 
plastering machine simplifies Peter 
Bennett’s part of the job on the new 
Wilshire Manor Apartments, West- 
wood Village, Calif.; and result is 
stronger, safer finished walls and 
ceilings, .according to the Zonolite 
Company, Chicago. Journeymen like 
the combination because it eliminates 
the back-breaking strain of piece-meal 
lifting and carrying demanded by 
hand-plastering methods. 


Wooster Brush Holds 100th 
Anniversary Sales Meeting 


The Annual Fall Sales Conference 
of The Wooster Brush Company was 
held at the home office in Wooster, 
Ohio, on September 6, 7, and 8. The 
three-day meeting was attended by 
all regional sales representatives and 
home office personnel. 

An appropriately named “NU-CEN- 
TURY” line of Nylon Brushes was 
introduced, which is the result of an 





slabs, wood lathed with sleepers 16 to 
24 inches on center, with stripping 
spaced approximately 2 inches apart, 
and 2% inches of Coralux Concrete 
poured between the lath strips. There 
were 300 bags of Coralux Perlite Con- 
crete Aggregate used on this job. 
The mix was 6 cu. ft. of Coralux to 
one bag of compound, and approxi- 
mately 12 gallons of water. The 
architect was R. C. Sandberg, and 
the contractor, B. Robinson, both of 
Rock Island. 


extensive research program to im- 
prove the performance characteris- 
tics. 

The presentation of a full line of 
ROLL-ON Painters announces the 
entry of The Wooster Brush Company 
into the manufacture of Roller Paint 
Applicators. 

A luncheon and golf outing at the 
Wooster Country Club Saturday after- 
noon completed a very successful 
three-day conference. 


Steel Kitchen Cabinet 
Manufacturers Association 
Launched 


The Steel Kitchen Cabinet Manu- 
facturers Association, Inc., was organ- 
ized at an industry meeting at the 
Cleveland Hotel, Cleveland, Ohio, on 
September 12. The new organization, 
which has no connection with the 
Steel Kitchen Cabinet Institute, will 
conduct recognized association activ- 
ities of benefit to the governmental 
departments in an emergency, to the 
purchasers of the industry’s products, 
and to those engaged in the steel 
kitchen cabinet industry. 

The officers are: M. M. Miller, presi- 
dent, Miller Metal Products, Inc., Bal- 
timore, Md., President; F. F. Duggan, 
general sales manager, American 
Central Division, Aveo Mfg. Corp., 
Connersville, Ind., Vice-President; 
Arthur J. Tuscany, of the Association 
Management Firm, the Arthur J. 
Tuscany Organization, Cleveland, Ex- 
ecutive Secretary & Treasurer. The 
president and vice-president, together 
with the following, constitute the 
board of directors: Thos. W. Hardy, 
Murray Corp. of America, Scranton, 
Pa.; Harry S. Lawrence, Capitol 
Kitchens, Roselle, N. J.; Robt. A. 
MacNeille, St. Charles (Ill.) Mfg. Co.; 
Chas. A. Morrow, Mullins Manufac- 
turing Corp., Warren, Ohio; C. S. 
Motter, Morton Manufacturing Co., 
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Menufecturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 












































TO FARMERS! 


Farmers need SISALKRAFT for many farm uses, 
all year ’round. It’s a PROFITABLE market for 
you... wins goodwill, too, because you sell high 
quality at low cost wherever you sell SISAL- 
KRAFT Products. Among the popular farm uses 


XOGN ABB CRASS SAUS 
TRENCH E2105 
TERCEMCY CRATE BINS 
Sie CORERS, CORR CRIRS cy = 

HO CAPS ABO BOGE SEALS i 

COVERING TRUCKS ARD PRODBTE 

PROTECT, RACHDNRY AND ULEPMENT 


















SISAL-REINFORCED 
PROTECTIVE PAPERS 










<QVERING SELB BEDS 
a Cis ge SUEMNS STERILIZATION PROCESS 
h gs COVERS MULCHING SEBS 
e FELD SRADE SBELTERS 










x “tine arn fieuas are . . . temporary SILOS for corn and grass 

| 4 See ae silage; haystack covers; trench silos; machinery Write now for free Posters, 

y, covers; grain covers; building liners (and clos- 

of ing-in); and many other uses. Folders, Ad Mats, Samples 

A Four colorful 18 x 24” posters, like and other merchandising aids 

” one shown here, available on request. 

c- DEPT. AL-10, 205 W. WACKER DRIVE, CHICAGO 6, ILL. 
S. a we J ee THE SISALKRAFT co. New York 17, N. Y. © San Francisco 5, Calif. 

>. — ve MANUFACTURERS OF SISALKRAFT © SISALATION @© COPPER ARMORED SISALKRAFT 
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Chicago, Ill., and F. E. O’Connor, 
Geneva (Ill.) Modern Kitchens, Inc. 

Committees to implement the vari- 
ous activities of the association are 
being considered and will be an- 
nounced in the near future. The 
headquarters of the new organization 
will be at 1006-1008 Engineers Build- 
ing, Cleveland, Ohio. 


Ralph W. Owen, Jr. 
President of 
O & N Lumber Co. 


Ralph W. Owen, Jr. was elected 
president and treasurer of the O & N 
Lumber Company, Menomonie, Wis. 
following the recent death of its pres- 
ident, George W. La Pointe, Jr. Mr. 
Owen had previously served as vice- 
president, general manager and treas- 
urer. 

John S. Owen, Milwaukee, formerly 
a member of the board, was made 
vice-president, as was Ralph W. 
Owen, Sr., Eau Claire. Charles L. 
Very, elected secretary this spring, 
continues as secretary. 

R. W. Owen, Jr. has been actively 
associated with the lumber industry 
for the past five years, going to Me- 
nomonie in January of 1946 as treas- 
urer of the O & N Lumber Company. 
For 10 years previous to that time 
he had served as cashier and secre- 
tary of the Pueblo (Colo.) Savings 
and Trust Company, and prior to that 
he was on the staff of the Union 
National Bank of Eau Claire. Be- 
cause of the family participation in 
the company for many years, Mr. 


POSITION WANTED 


Position wanted with an aggressive retail lumber and building 
supply company, wishing to obtain the services of an indi- 
vidual possessing managerial and merchandising ability. 
Thorough knowledge and experience in sales, buying, adver- 
tising, financing, and personnel efficiency. 


| am available immediately to any lumber and building ma- 
terial dealer desirous of bringing capable young blood into 
his organization. Age 30. Married, 2 children. 


Experience consists of 6 years ective management and part 
ownership in a modern retail lumber and building material 
company grossing $750,000 per year in a highly competitive 
area. | will locate in any city in the U. S. with a population 
of 50,000 or more. Starting salary required, $7,500 per year. 
Address Box R-47, American Lumberman, Inc. 





Owen has grown up in the traditions 
of the lumbering business. 

The O & N Lumber Company with 
headquarters in Menomonie, has 29 
yards located at Abbotsford, Bloomer, 
Boyd, Cadott, Chippewa Falls, Colby, 
Colfax, Cornell, Dorchester, Eau 
Claire, Fall Creek, Gilman, Green- 
wood, Jim Falls, Loyal, Marshfield, 
Medford, Menomonie, Mondovi, Neills- 
ville, New Auburn, Osseo, Owen, 
Withee, Stanley, Stetsonville, Strum, 
Eleva and Thorp. 


COMPANIES ANNOUNCE 


Carl O. Sparber, well-known Spo- 
kane lumberman, has become affiliated 
with Western Woods, Inc., Spokane 
lumber wholesalers. Mr. Sparber will 
handle buying and selling of forest 
products. Prior to joining Western 
Woods, Inc. Mr. Sparber was man- 
ager for seven years for Harter 
Lumber Co., Spokane lumber manu- 
facturer. 


Acme Steel Sales Staff changes 
have just been announced by 
Huss, southern area sales manager. 
William G. Polley, southern area 
special representative, has been ap- 
pointed district sales manager at At- 
lanta, Ga. He fills the position va- 
cated by the death of Clarence A. 
Carrell. Bill Polley aas been a mem- 
ber of Acme Steel Company since 
1924, serving on the southern area 
sales staff for 21 years. He will now 
be in charge of sales in Alabama, 
Florida, Georgia and Tennessee. Re- 
placing Mr. Polley as southern area 


special representative is Charles R, 
Lammers. Transferred from Buffalo, 
N. Y., Bob Lammers had previously 
operated in the southern area as a 
sales representative for two and one- 
half years. Joining Acme Steel in 
1939, he has also served as laboratory 
assistant and sales engineer. 


Philip L. Bass, sales manager of 
the J. C. Baris Lumber Co. of New 
York City, started on an extensive 
middlewest trip the week of Septem- 
ber 24. En route he will visit a num- 
ber of the firm’s middlewest mill con- 
nections and customers. 


Edward J. Maroney, general sales 
manager, has been appointed a vice- 
president of United States Plywood 
Corporation. Mr. Maroney’s promo- 
tion climaxed 17 years’ service with 
the company which he joined in 1934, 
He was elected a director in 1938, 
From 1941 to 1943 he managed United 
States Plywood’s Philadelphia branch. 


John F. Spaulding has been named 
as sales manager of The Black & 
Decker Mfg. Co., Towson, Md., ac- 
cording to Alonzo G. Decker, presi- 
dent. Mr. Spaulding in his new capac- 
ity will supervise the sales of Black 
& Decker and Home-Utility Tools to 
distributors in the United States and 
Canada. Mr. Spaulding joined Black 
& Decker in 1926 as a sales engineer 
in St. Louis and rapidly advanced in 
the sales organization becoming man- 
ager of the Buffalo (N. Y.) Branch of 
the portable electric tool firm in 1931. 
He has held this position since then. 
Under Mr. Spaulding’s energetic 








2nd & 3rd Grade 


Maple Flooring 
Sells on Value! 





rooms. 





"Save money" is a universal sales appeal. 
And you can save your customers 10% to 30% 
on 2nd and 3rd Grade Diamond Hard Maple 
Flooring. Ideal for lower cost war homes, 
summer cottages, in closets, kitchens, bed- 


Write for full information. 


J. W. Wells Lumber Co. 


Menominee, Michigan 











DIAMOND 
HARO 


Industrial 
Flooring 


For those jobs that re- 
quire heavy duty per- 
formance, furnish your 
customers Diamond 
Hard thick flooring. 














@ Cross Cutting 
@ Compound Mitering 
@ Ripping 
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HERE'S THE ANSWER — ONE MACHINE — 
A WILSON for All these operations 


@ Rabbeting 
@ Ploughing 
@ Dadoing 


@ Shaping 
@ Fluting 
And Many More 


——e 





2, 3, 5 and 7/2 HP 





Models Available 


Manufactured by 
MEDIA MACHINE WORKS, 


MEDIA, PENNSYLVANIA, U.S.A. 
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G cSt t 
— £2041 curring MACS 
Established 1922 
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FOR MORE g 


meee al .s 
e gar? to ventilate sidewalls 
" and prevent condensation 
: and moisture blistering.’ 
The new LD” series Midget 
Louvers are especially 
designed for inside venti- 
lation or on the outside 
where structural charac- 
teristics shield the face of 
the Louver from the 
elements. 


All-aluminum “Midget” 
Louvers come in 5 conveni- 
ent sizes — 1", 2", 242", 
3” and 4”. 


” 





“MIDGET” LOUVER CO. 


NORWALK, CONNECTICUT 


6-8 WALL STREET ° 











litewag 


ALL COPPER 
LANTERNS 


Simplify your inventory, 
and ordering with a com- 
plete line of all Copper 
Lanterns and Aluminum 
Lamp Posts from one 


aa The Newport 
verall Height 24* 
Square 13" 

Ship. Wgt. 14 Ibs. 


-2 The Mayfair 
verall Height 20" 
Square 104" 
Ship. Wg. 10 Ibs. 


-3 The Hampshire 
verall Height 17" 
Square 9* 
Ship. Wot. 8 Ibs. 





















source. 


ALP-2 


Rust Proof ™@ Permanent 


Furnished Use with 
: with = any make 

EVor-Veh(-163 lantern 
S-1 {a7 Le 


POSTS 

ALP-], (Adjustable), 814 

feet, Base Dia. 5", Top 

Dia. 4", Ship. Wgt. 17 Ibs. 
LP-2, (Adjustable), 814 


eet, Base Dia. 4", Top 
Dia. 3", Ship. Wot. 11 lbs. 
ALP-3, 814 feet, Base Dia. 
3", Top Dia. 3", Ship. 
Wot. 9 Ibs. 


Liteway Manufacturing Corp. | 
Middletown 2, Conn. 


Successor to Swain & Bridge 




















NATIONAL GUARD 


ALUMINUM 
THRESHOLDS 





HOMEOWNERS 





















Specify 


NATIONAL GUARD 
Thresholds and 


Door Bottoms 


Correct Design—Quality 
Materials — Precision 
Manufacture . . . that's 
why National Guard can 
be counted on for posi- 
tive weathertight protec- 
tion—and lasting custo- 
mer satisfaction. 

See your jobber or write 
direct for catalog showing 


complete range of weather- 
strip products. 


plete) am -10) 8 £07.) 


No. 300-B Brass and Felt 
No. 300-Z Zinc and Felt 


ss 
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NATIONAL GUARD PRODUCTS, Inc. 


540 Jackson Ave. © P.O. Box 1520 e Memphis 1, Tenn.’ 
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SCHOOLS HOSPITALS * INDUSTRIAL * COMMERCIAL 


RESIDENTIAL © CONSTRUCTION ... 


Get the MOST for 
Your Building $$’s 


ONLY PULLMAN 


SASH BALANCES 
GIVE YOU ALL THESE FEATURES 


1. PERFECT BALANCE... window weight absolutely 
balanced. 


2. EFFORTLESS ACTION ... no weight to lift... 


windows raise easily. 


3. LOW COST, EASY INSTALLATION ... use 
regular pre-fabricated windows . . . a minimum of 
on-the-job carpentry work. 


4, LIFETIME GUARANTEE ... 
guaranteed against imperfect 
workmanship or materials for 
the lifetime of the building in 
which they are installed. 


WRITE FOR LITERATURE 


MANUFACTURING CORPORATIO 


ROCHESTER 21, N. Y., U.S.A 
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guidance, the Buffalo territory busi- 
ness of Black & Decker expanded to 
such a point that a Sales and Service 
Station was added in Pittsburgh, part 
of the territory, in 1939. Mr. Spauld- 
ing will succeed Glen H. Treslar who 
was recently promoted to vice-presi- 
dent in charge of sales. 


Arthur F. Kramer, newest staff 
member of Hyster Company sales 
promotion department, fills a new po- 
sition, that of field research work on 
sales promotion and sales training 
problems, according to Dar Johnson, 
department head. Previously Mr. 
Kramer had spent several months as 
an administrative assistant in the 
general sales department and several 
years as a Hyster retail salesman in 
Arkansas and Tennessee with Hyster 
Company Louisiana, Hyster dealers 
in that section. He will make his 
new home in Portland, Ore. 


OBITUARIES 


FRANK A. O’CONNELL, manager 
of The Rutland Lumber Company, 
owned and operated by The Diamond 
Match Company, Rutland, Vt., died 
suddenly at the Rutland Hospital of 
coronary thrombosis, on August 26, at 
the age of 67. Born in Milford, Maine, 
Mr. O’Connell established the Herald 
Lumber Company there, and sold it in 
1929 to The Diamond Match Company. 
He then assumed the management of 
The Rutland Lumber Company, which 
position he held until his death. He 
was widely known throughout Ver- 





mont because of his active participa- 
tion in fraternal and civic affairs. 


MRS. HARRY W. CONRAD, presi- 
dent of John L. Conrad Sons, Inc., 
Port Carbon, Pa., died September 11. 


BERNARD O. PINKHAM, sales 
manager for the Lehon Company, 
Chicago, died September 9 following 
a week’s illness. Mr. Pinkham was 
a graduate of Massachussetts Insti- 
tute of Technology, and Harvard Uni- 
versity. He joined the Lehon organi- 
zation in 1937 as sales supervisor and 
was later promoted to dealer sales 
manager. He is succeeded in this po- 
sition by J. B. Stevens. 


Answers to "What's 
Your Answer?" 


Stop! Read Questions on page 130. 


1—Simple construction; more effi- 


cient ventilation; modern lines. Page 
98. 


2—Wisconsin Flush Door Mfg. Co., 
Pages 4-5. 


3—Kentile, Page 134. 


4—Smoking and carelessness with 
matches; poor housekeeping ; improper 
electrical installation. Page 100. 


5—Flooring contractors were al- 
ready installing asphalt tile. See 
Moultile Inc. ad on Page 125. 


6—From your nearest Federal Re- 
serve branch. The booklet is entitled 
“Real Estate Credit.” Page 9. 





7—Thomas Products Co., Page 123, 
8—Christmas trees. Page 90. 


9—Young Wood Products Co., Page 
45. 


10—Seidlitz Paint & Varnish Co, 
Page 69. 





HOW TO BRING IN 
CHRISTMAS SHOPPERS 


(continued from page 95) 





take from fifteen minutes to 
two hours of radio time to 
sponsor programs of recorded 
Christmas music, with appro- 
priate messages of good will to 
listeners. 

Newspaper advertising, nat- 
urally, offers you a _ hard-hit- 
ting and consistent medium for 
attracting store traffic. Try to 
departmentalize your ads just 
as you do your store to show 
how gifts for the entire family 
may be purchased from you. 
Some retailers give away at- 
tractive valendars or memo 
pads or similar novelties, and 
draw potential customers by 
using a coupon in their news- 
paper ad. Presentation of it at 
the store entitles the holder to 





~~ 


or sell? 


section. 


whatever else it may be. 


write us. 





i i i i i 


i i i i i i i i A i i i i i i i i i i i i i i i i i i i 


want to buy 


Let American Lumberman help you to buy 
or sell through its Classified Advertising 


American Lumberman can represent you 
nationwide to some 25,000 prospective buy- 
ers! Classified Advertising can handle most 
anything, if it is Machinery or Lumber, 
Businesses For Sale or Business Opportuni- 
ties, Situation Wanted or Help Wanted, or 


And we do all the work for you! Just send 
us your ad and if you wish we'll keep every- 
thing confidential by using a box number. 
Check the classified pages for rates or 


_—_—-_~_-_-_sweweweweweweweveveveveweweweweweweweeeeeeeeeeeeee. 





THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 
Rainelle, W. Va. 
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To 


~ Speciation in Oak Floore ~ 
ing. General wholesal. “= 
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@ LUMBER 

@ PLYWOOD 

@ DOORS 

@® BUILDING SPECIALTIES 


“Quality F-M Service’’ means you can rely on 
us for help in buying, selling and profiting on top- 
quality building products. Thousands of dealer 
customers now depend on this personalized, coop- 
erative service of Fiddes-Moore. 

Take advantage of the F-M guarantee of satis- 
faction on your next order — no matter how large 
or small. 
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ouauty EAT) seavice 
FIDDES-MOORE & COMPANY 


CHICAGO, ILL. HAMMOND, IND. FORT WAYNE, IND. 
Daily News Bidg. 4950 State Line Ave. P.O. Box 839 
400 W. Madison $t. SOuth Chicage 8-9223 (Chicago) Harrison 1285 
SOvth Chicago 8-9223 Russell 2350 (Hammond) 
: TWX HAMD 1447 





SUCCESS FORMULA No.1 





EFFICIENT LABOR 
plas EFFICIENT MANAGEMENT 
¢lus HUTHER SAWS 


add we oTOP-PROFITS 


Assuming you have the first two success 
requisites, we will be more than happy to supply 
the third. 

Huther tungsten-carbide 
tipped saws are the keen- 
est, most efficient blades 
made and their relentless 
dependability is respon- 
sible for many a job’s 
financial success. 


MAKE EVERY JOB 


A TOP-PROFIT JOB 
Order HUTHER NOW! 





Write for Catalog No. 60 


Huther Bros. Saw Mfg. Co., Inc. 


1290 UNIVERSITY AVE. « ROCHESTER, N.Y. 
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To HELP You Cash In On 
Today’s Modernizing Jobs 


For houses, schools, churches, office buildings, stores, 
factories. Single and double “V” pattern, 3/8” thick 
by 3 1/4”, 5 1/4”, 7 1/4”. Length 3’ and longer, 


heavy to 8’ and longer— 
Solid odd lengths. 
Paneling 


White Ash 
Red Cypress 
Philippine 
Mahogany 


Send for Samples. 


MIXED CARS 


Paneling, Kiln Dried 
Yellow Pine Shed Stock 
and 
AROMATIC 
Red Cedar 
Closet Lining 


“IT’S QUALITY THAT COUNTS” 





Robert 0. Foerster Lumber Co., Inc. 


P.O. Box 6012 


Jacksonville, Florida 
Phone 2-3642 

















CONNOR 


“LAYTITE” 


Maple and Birch Flooring 


in Cartons 
(or regular lengths in bundles) 


Something new in 
modern flooring 


M. F. M. A. SPECIFICATIONS 


Forest Products Since 1872 
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receive the premium. 

The personalized letter is an- 
other fine institutional medium 
for building good will during 
the holidays. It can be used to 
thank all your present cus- 
tomers for doing business with 
you through the year and to 
wish them the very happiest of 
holiday seasons. Direct-mail 
folders, made up like gift cata- 
logs and mailed to a list of 
prospects as well as to regular 
customers, help draw more 
traffic to your store too. 

So start now to build your 
holiday floor traffic. Familiarize 
as many people as you can with 
your store and your service 
value to your community. 





BUILDING A STAIRWAY TO THE 
"STARS" 


(continued from page 118) 





6—Use the “Yes, but” tech- 
nique. Never meet resistance in 
an argumentative head-on man- 
ner. Agree that the objection 
given is worthy of considera- 
tion and then have the ingenu- 
ity to turn it into an asset to 
the sale or dissolve it. 


7—Put some resourcefulness 
into your appearance. Your 
best suit should be your selling 
suit. Your’ sartorial efforts 
should be as good or better 
when you are approaching a 
prospect as when you are going 
dancing with your best girl. 

8—Have a true story to il- 
lustrete a point, back up a tes- 
timonial or establish a proof. 
Use “for instances” and ex- 
amples whenever you make an 
abstract statement. 

9—Review your strategy and 
tactics right after a lost sale. 
A big place for ingenuity is to 
find ways and means of cor- 
recting mistakes in selling. 

10—Break your sales pres- 
entations into four parts (a) 
securing favorable attention 
(b) creating desires (c) secur- 
ing conviction and (d) getting 
action. Use ingenuity to im- 
prove each part specifically. 

11—Use the simplest method 
of closing—a choice between 
something and something that 
doesn’t give the prospect a 
temptation to say “No.” Use 
questions like these: Would 
you prefer this color or that? 
This time of delivery or that? 





This texture, thickness, grade 
or size or that? These credit % 
terms or this?, etc. These are © 
not only resourceful closing © 
questions, but they are inge- 
nious ways of testing your 
progress with the sale. 
12—-Seek out the latest and 
best selling equipment tools 
and gadgets. Use the camera 
to help you sell. § 
13—Keep your competition 
off balance by being on the job 
when he isn’t, being there first 7 
with the most proof and dem- 7 
onstrating the plus values in © 
your proposition that no com- 
petition can duplicate. ; 
14—Fully capitalize on your | 
company’s advertising and sales 
helps. Dream up new ways of 
using them to build greater 
volume. . 
15—When using testimonials 
and proofs have the ingenuity — 
to fit kind to kind (prospect) 
and type for type sale. Dupli- 
cate the exact problem of your 
prospect. Use the long distance 
phone and personal visits to © 
similarly satisfied customers if 7 
necessary. 
Watch for other points in succeed- 
ing issues of American Lumberman. 















HOW TO 
FIGURE 
HEAT LOSS 

EASILY 


coal? gas? oil? 










insulation? 


@ How much will it cost to heat my home with 


@ What size stoker will | need? 

@ What size burner should | buy? 

@ How big a heater is required? 

@ What will | save using different types of 


@ What will storm windows save me? 
Copyrights in U.S.A. and Canada 








ae 








QUICKLY 
ACCURATELY 






Give your customers 
quick answers to these questions and 
many others with the Climatemaker Heat Loss Cal- 
culator. Figures b.t.u. loss per room; warm air heat- 
ing—c.f.m. required; pipe area, pipe & stack size 
blower & burner size; sq. ft. steam or hot water 
radiation. Residential heating only. Book tells use 
in easy steps. Send $15 cash, check or money 
order. Order from: Climatemaker, Dept. 203 
Box 378 Bloomington, Illinois. Clip ‘this ad. 


Milledgeville, 


Jackson, Ga. 





Jeffreys-MeElrath 


P.O. Box 137 — Tel. 3663 


@ DOMESTIC AND EXPORT 
@ FABRICATED BOXES 
@ CRATES — PALLETS 
@ SOUTHERN HARDWOODS 
@ YELLOW PINE LUMBER 
@ OAK FLOORING 
Daily Capacity 300,000 feet 


Arkwright, NY 


MACON, GEORGIA 


Locations 


Macon, Ga. Keesville, Va. 
Chase City, Va. Raleigh, N. C 



































bet she could use a new door! 





YOU CAN SAVE your ad- 
vertising dollars by using 


"Timber-r-r'' cartoons in your 
own newspaper ads. These Mfrs. of 
cartoons were prepared Genuine 


especially for Lumber Yard 
advertising. Mats of 104 car- 
toons in both | and 2 column 
sizes now ready. Also 350 
copy suggestions. Write to 


LIL-AD FEATURES, 
«She didn’t want a vacuum cleaner—but Vil RFD 3, Santa Ana, Calif. 
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GILLIES BROS. & CO. Ltd. 


BRAESIDE, ONTARIO, CANADA 


WHITE PINE strsus, 


Also some Norway and Spruce 


AIR-SEASONED — 


Special. White Pine Dry Short Shorts. 
C.Sel. & B. 4/4 to 8/4, 3”&wider x 16/71”. 
1, 2, 3, 4 Com. 4/4 to 8/4, 3”&wider x 13/71". 
Sawmills — Braeside and Temagami, Ontario 
$n bnvscecusaetoeseosesen 1842 


WATER-CURED 
Rough or Dressed 





Member N-A. W.L.A. 1951 
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